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Rough Proofs 


Such is fame dept.: Not a single 
contestant in Phil Baker’s “Take 
It or Leave It” show for Ever- 
sharp Feb. 3 was able to answer 
the jackpot question, “Who is the 
Secretary of Commerce?” 

7, Y 

Henry Wallace’s admirers would 
probably insist that he isn’t such 
a specialized product, since his 
name is venerated in varying de- 
grees by farmers, labor unions and 
business men. 

7. VF 

George Hodge, labor relations 
manager of the International Har- 
vester Company, says that of all 
the numerous and varied products 
in its line, the manure spreader is 
the only one the salesmen aren’t 
willing to stand behind. 

~~ 2 

Some people think the cartoon 
ads of The New Yorker support- 
ing the Advertising Council’s cam- 
paigns are just good public re- 
lations, but admirers of Soglow 
say they are pretty sharp circula- 
tion promotion, too. 

, FX 

Cynics in the publishing busi- 
ness suggest that some of the fig- 
ures in that AA tabulation of esti- 
mated advertising agency billings 
for 1945 strongly reflect the cur- 
rent trend toward inflation. 

©. © 

“Stores will get nylon shaving 
brushes soon,” says a news item 
in the World’s Greatest Advertis- 
ing Journal. 

And if papa gets his nylon 
shaving brush before mama gets 
her supply of nylon hosiery, there’s 
going to be trouble. 

> = F 

Parents’ Magazine is promoting 
the idea of building expandable 
homes. If you have a family ex- 
pansion program, this sounds like 
the right answer. 


~~ = FF 
Cosmetics advertising is all 
glamor and hokum, but when a 
canny lady goes to buy finger nail 
polish, she wants to know if it 
will chip off or discolor her beau- 
tiful talons, 
,- Vv 
“Dental report swings hard at 
the ‘candy habit’,” reports AA. 
As long as it remains a habit, 
without quotation marks, the con- 
fectioners will refuse to worry too 


much, 
— cn oe 
Optimist International has 
changed its name to Optimist 


Magazine, a news item says. 

Whatsamatter, are even the op- 
tmists disappointed in the way the 
UNO is working out? 

7, Te 

‘gin National Watch Company 
has finally decided to sell direct 
to the dealers, eliminating its 75 
jobbers. 

he time capsule marches on. 


v v v 
he advertising department 
Probably isn’t soliciting the Na- 
oval Fisheries Institute, but a 
y in AA on its proposed ad- 
ve tising campaign was run di- 
re ‘ly opposite a picture of 
As neyman Walter Guild display- 
‘ny two giant Chinook salmon, 
> a 
hil Wrigley’s Orbit, having 
ie its appointed circuit around 
planet Mars, has accomplished 
‘ts destiny and disappeared into 
the blue. 
Copy Cus. 


stay that way. 


copy is late, please advise us. 


We're Back on Schedule for a While 


After many weeks of production difficulties following the 
typographic strike last fall, ADVERTISING AGE is now back on its 
normal fast-printing, fast-delivery schedule, and we hope we 


Final news forms close Friday afternoon, with completed 
copies going into the mail Saturday. They should reach sub- 
scribers everywhere east of the Rockies on Monday; if your 


This week’s issue includes two sections, chock full of news and 
information, and printed on the best paper we have been able 
to use for many a month. We hope you like it. 


Competitive Selling Due 
as Cigaret Supply Eases 


Morris Stock Upset Stuns Industry; 
Ad Volume Off; Raleigh in New Drive 


New York, Feb. 7.—While busi- | 


ness and financial circles seethed 
this week with discussion of the 
withdrawal of a new stock offer- 
ing by Philip Morris & Co., be- 
cause of a sudden drop in earn- 
ings, several things became clearer 
with regard to the current status 
of cigaret merchandising: 

1. For the first time in several 
years, there are now more cigarets 
on the market than consumers are 
taking; that is, the market has re- 
turned to’ “normal,” although dis- 
tribution shortages of the three 
leaders still exist to some extent. 

2. Release of government- 
marked orders last fall, plus sub- 
stantial over-buying by the trade 
and public as a result of shortages, 
caused some drop-off in demand 
for all cigarets during the last 
two months of 1945. 


Brand Loyalty Shown 


3. Despite its bad earnings rec- 
ord during the past few months, 
Philip Morris has lost no ground 
competitively in sales, and is still 
firmly entrenched in fourth posi- 
tion. 

4. Amazing brand loyalty is be- 
ing demonstrated by smokers, with 
the result that all but the three 
leaders—Lucky Strike, Camel and 
Chesterfield—are suffering reces- 
sions in sales as the Big 3 return 
to adequate supply. 

5. Conditions are ripe for more 
extensive promotion and advertis- 
ing of cigarets than has been the 
case for some years, but important 
increases in this direction are not 
likely to evolve unless or until the 
industry gets price relief. Costs of 
tobacco have practically doubled, 
and other costs have risen, without 

(Continued On Page 76) 


Poetry, Ad Copy 


have much in common. 
See ‘Feature Page’—55. 
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Obituaries ........ aa 
Photographic Review 79 
Private Lines ....... (<e 
Rough Proofs ........ , 5 
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Louisville, Feb. 6.—Laboratory 
| tests of the six largest selling 
brands of cigarets and certifica- 
tion by 14 doctors that Raleighs 
contain less nicotine and less 
throat irritants provide the copy 
basis for Brown & Williamson 
Tobacco Corporation’s largest 
newspaper campaign for Raleighs, 
breaking this week in 133 cities 
of 100,000 or more population. 

Ads ranging from 600 to 1,500 
lines are scheduled for 160 news- 
papers throughout the country, 
and commercials on B&W’s three 
NBC programs proclaim the 
“proof positive” that Raleighs are 
“safer to smoke” than any other 
leadihg. cigaret. 

The, same “proof positive” is 
hailed in the ads by such sports 
celebrities as Babe Ruth and By- 
ron Nelson, who testify they have 
“studied the scientific tests’ and 

(Continued on Page 177) 


Grain Order Hits Hard 
at Milling, Baking Sales 


Lockheed Jumps 
Big Plane Field 
in New Campaign 


Promotes Deliveries 
as Five Competitors 
Rush Production 


Burbank, Cal., Feb. 7.—Lock- 
heed Aircraft Corporation this 
week started to capitalize on its 
advantage of being the first of 
six manufacturers of fast, big 
transport planes to make deliv- 
eries, by launching an intensive 
campaign in magazines, news- 
papers and business papers, 
through Foote, Cone & Belding, 
Los Angeles. 

Coinciding with TWA’s record 
coast-to-coast flight of a Lockheed 
Constellation and the start of 
TWA’s New York-Paris Constella- 
tion service, the campaign is 
breaking in Collier’s, Life, News- 
week, The New Yorker, The Sat- 
urday Evening Post and Time, in 
New York, Chicago, Washington 
and Los Angeles newspapers, a 
long list of aviation business 
papers and travel trade publica- 
tions. 

Painted bulletins are being used 
in 31 major airports in this coun- 
try and Canada, and electric spec- 
taculars in New York and Los 

(Continued on Page 75) 


agency, to handle its account. 


Ellis is the agency. 


turing publications. 


Last Minute News Flashes 
General Foods Introduces Minute Rice 


New York, Feb. 8.—Coincident with government action this week 
restricting domestic consumption of wheat and corn, General Foods 
Corporation is launching an introductory campaign for Minute rice 
in newspapers and spot radio in Atlanta and Philadelphia, through 
Young & Rubicam. This pre-cooked product is made by the Minute 
Tapioca division and the package is similar to that of Minute tapioca. 


Upton Close Sponsor Signs with MBS for Feb. 19 

Chicago, Feb. 8.— Following extensive discussion between client, 
agency, network and commentator, National Economic Council has 
signed to sponsor Upton Close on 50 Mutual stations, beginning Feb. 
19, 9:15-9:30 p.m., CST. Other stations will be added later. 
sions centered on whether Close could mention his personal publica- 
tion, “Close-Ups,” and whether the script would be seen by network 
officials well in advance of broadcasts. 


Bendix Home Appliances Names Tatham-Laird 

South Bend, Ind., Feb. 8.—Bendix Home Appliances, Inc., which last 
fall adopted a $3,000,000 advertising and sales promotion program for 
its automatic washers and other home laundry equipment (AA, Oct. 
29), has appointed Tatham - Laird, Inc., newly - organized Chicago 


Discus- 


Magazines to Promote Infralectric Heaters 

New York, Feb. 8.—The seven-month-old Radiant Heater Corpora- 
tion, as part of a $250,000 advertising appropriation 
launching a campaign in Better Homes & Gardens, Ladies’ Home Jour- 
nal and Parents’ Magazine for infralectric heaters, which will soon 
attain national distribution through department stores. 
newspaper campaign has been running since November. 


for 1946, is 


A cooperative 
LaRoche & 


Ups ‘46 Budget for Waterfoil Ads 

New York, Feb. 8.—A. C. Horn Company, Long Island City, sub- 
sidiary of Sun Chemical Corporation, has increased its advertising 
budget for 1946 by 50%, and in advertising has begun to emphasize 
national magazines instead of engineering, construction and manufac- 
Pages in Fortune, Newsweek, Time and United 
States News will promote Waterfoil as a “raincoat on buildings.” 
Advertising Agency has the account. 

(Additional News Flashes on Page 6) 


Peck 


General Mills Sees 
Chaos; Others Worry 
but Await Details 


[The grain order also affects dis- 
tillers drastically. For an analysis 
of their problems, see Page 6.] 


PILLSBURY CANCELS 


Minneapolis, Feb. 8.— H. W. 
Files, vice-president of Pillsbury 
Mills, today advised ADVERTISING 
AGE that as a result of the grain 
order, “all sales promotion activi- 
ties on Pillsbury’s Best flour have 
been suspended and all advertising 
support withdrawn.” In all prob- 
ability, Mr. Files said, “all other 
regular and sustained advertising 
on our flour will be withdrawn 
for the remainder of our fiscal 
year if the President’s directive 
becomes operative. . . It has been 
demonstrated that the American 
people do not like a dark bread 
and it has also been proven beyond 
doubt that they will not buy or 
eat any type of food they do not 
like. . . The President’s goal can 
be achieved without changing the 
accepted quality of white flour and 
white bread for American con- 
sumption, as suggested in the plan 
submitted by the milling industry.” 

Pillsbury had just launched a 
new, extended flour campaign de- 
scribed on Page 66 of this issue. 


New York, Feb. 8.—First reac- 
tions among cereal and baking 
companies to President Truman’s 
order restricting wheat consump- 
tion were generally to sit tight on 
their advertising programs and 
wait to see what will happen, a 
survey of leaders in these fields 
by ADVERTISING AGE discloses. 

General Mills, however, told AA 
that the order as now framed 


Trimz Reveals 
New Pre-pasted 
DDT Wallpaper 


Chicago, Feb. 6.—Strong pro- 
motion by the Trimz Company is 
expected this year for its new 
ready-pasted cedar closet wall- 
paper treated with DDT insecti- 
cide, a development from the lab- 
oratories of Trimz’ parent com- 


pany, United Wallpaper, Inc., 
world’s largest maker of wall- 
paper. The ad campaign is now 


being mapped by the two com- 
panies and their agency, MacFar- 
land, Aveyard & Co. 


Paper Non-Hazardous 


Guaranteed effective for a year 
or more against moths, ants, flies, 
mosquitoes and many other in- 
sects, the new DDT-treated wall- 
paper is similar in appearance and 
odor to the Trimz cedar closet 
wallpaper long used for lining 
closets, bureau drawers and clothes 
chests. The 5% DDT solution in 
the paper is guaranteed non-haz- 


ardous to humans or domestic 
animals. 
Trimz DDT cedar closet wall- 


paper will be sold through de- 
partment, hardware, drug and 
chain stores after April 1. 
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would 
advertised General Mills 
products such as Gold Medal flour, 
Softasilk cake flour, Bisquick, etc. 

Abbott Washburn, GM publicity 
director, 
president, had already wired Pres- 
ident Truman urging that produc- 
tion of present white flour and 


bread be limited, rather than en-| most of the companies surveyed | 
force the use of dark products. | are scheduling sales and mer-| 


“eliminate the nationally | 
flour | 
|industries but on the farmer as 
| well.” 


said Harry A. Bullis, | 
|mills to convert to the new type 


_dent’s order, and during that time | states, is considering such a pro- 


(Similar protests have been lodged | 
in Washington by Philip W. Pills- | 


bury, Pillsbury Mills head, and 
by the Millers National Federa- 
tion.) 


Sees Long-Range Effects 


“It is better to give the public 
somewhat less of the products they 
like and know how to use, rather 
than somewhat more of products 
they don’t like and don’t know 
how to use,’ Mr. Washburn said. 
“With dark flour housewives will 
be unable to use their standard 
recipes for baking. Bakers will 
be able to produce little else than 
dark bread and rolls. 

“Naturally the public will turn 
to other foods and this could well 


have a serious long-range effect not 
only on the milling and baking 


It will take at least six weeks, | 
according to most sources, for the | 


of operation required by the Presi- 


chandising meetings, taking stock | 
of the status of their inventories, 
and attempting to determine ex- 
actly how the order will affect 
them. 

Paul S. Willis, president of the 
Grocery Manufacturers of Amer- 
ica, said that “the President’s 
statement came as a shock” to 
members of the food industries 
meeting in Atlantic City this week. 

Mr. Willis forecast “the immedi- 
ate resumption of informal alloca- 
tion by the industry, and the pos- 
sible return of full-scale govern- 
ment rationing at a later date.” 
He asked for a place on the com- 
bined food board for the industry. 

Some of the larger baking com- 


panies are contemplating a cam- 


paign to explain to the public how 
the new bread will affect the con- 
sumer. They plan to stress the 
fact that the new bread, while 
darker in color, will have a much 
higher nutritional value. 

General Baking Company, which 
advertises Bond bread in 20-odd 


gram, and will also, in all prob- 
ability, add a message on the 
wrapper of the darker bread ex- 
plaining the reasons. Continental 
Baking Company’s Wonder bread 
advertising campaign, which in- 
volves an annual expenditure of 
approximately $2,500,000, will con- 
tinue as scheduled for the time 
being. 

National Biscuit Company, too, 
expects no curtailment or change 
in its advertising program for this 
year unless the order should be- 
come much more drastic than the 
first announcement appears to be. 
Nabisco, like the other biscuit 
companies, is primarily concerned 
with sugar and shortening short- 
ages. 

The Great Atlantic & Pacific Tea 
Company’s bread division is wait- 


Advertising Age, February 11, 1: 


ing to see how the final order will 
affect A&P bread business, and 
what specific changes will be in- 
volved before making advertising 
plans. 

Cereal and breakfast food com- 
panies are in a similar situation, 
with those companies making 
wheat products the most con- 
cerned. Best Foods, which recently 
divested itself of its milling Inter- 
ests, expects that H-O oats will 
have competitive advantages over 
wheat products as a result of the 
order, according to informed 
sources, and may give the product 
a competitive push. 

Ralston Purina Company, St. 
Louis, whose business is already 
on an allotment and rationed basis, 
says the order will not affect its 
sales or advertising policy. 


Rice Gains Advantage 


Grocery Store Products Sales 
Company’s Cream of Rice division 
in New Orleans is reportedly plan- 
ning to capitalize on the grain 
shortage by pushing its product 
with increased advertising. 

The breakfast food companies 


the B.P.1.C. family of 
Specialized Export Magazines 


and Buyers Guides — 


Circulates monthly to Latin 
Americon Industrial and En- 
gineering, Governmental and 
Importing paid subscriber 
readers, Established 1919. 


Cireulates monthly to Lotin 
American Construction and 
Engineering, Governmental 
and Importing paid subscriber 


readers. Established 1919. lished 1917. 


Circulates monthly to Latin 
American Automotive Trade 
and Transport Field on poid 
subscription basis. 


. ¥ 


@ Advertising “by invitation 


paid subscriber audience 


"to 8 


offering 


your most effective and economical 


coverage of 


industrial ar 


the Latin American 


1d construction fields, 


the Latin American drug trade and 


the automotive trade throughout 


the world. 


Circulates to Automotive | 
Trade and Transport Field in 
Europe, Asia, Africa and 
Oceania on paid subscription 
basis. Established 1924. 


Circulotes to Latin Americas? “ 
Drug Trade ond Health Field 
en paid subscription basis. 
Established 1925. 


Published annually, circulates 
to key buyers throughout 
Latin Americon Industry. 
1946 edition closes May Ist. 
Established 1935. 


Published annually; circulates 
to key buyers throughout the 
Latin American Construction 
Field. 1946 edition closes 
May Ist. Established 1935. 


Published annually, circulates 
to Latin American Accredited 
Automotive Wholesalers. 1946 
edition closes April Ist. 
Established 1934. 


Published onnvally, circulates 
to Accredited Automotive 
Wholesalers in overseas auto- 
motive English-reading mar- 
kets. 1946 edition closes April 
Ist. Established 1934. 


Published annually, circulates to 
Lotin American importers and 
Key Buyers of Pharmaceuticals, 
Cosmetics, Toiletries and Allied 
Products. 1946 edition cle 

May Ist. 

1946. 


client develop overseas business! 


us about Export Market Potentials and particularly how B.P.1.C. 


Specialized Export Magazines and Services can help you or your 


Business PusBcisHers INTERNATIONAL Corp. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., (Inc.) ] 


BRANCH OFFICES — 16 S. Broad Street, Philadelphia; 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


1427 Statler Building, Park Square, Boston; Hanna Building, Cleveland; 520 N. Michi- 


gan Ave., Chicago; 2980 Penobscot Building, Detroit; 68 Post Street, San Francisco; 621 South Hope Street, Los Angeles; 101! Rhodes-Hav- 


erty Building, Atlanta, Ga. 


Offices also in Washington, Buenos Aires and Mexico 


are viewing with some conc rp 
the possibility of other rice pr 
ucts grabbing a slice of the mr. 
ket if the grain shortage pers st: 
for any appreciable time. 

All sources emphasize, howe) ey 
that the pinch will not be felt by 
the consumer for some time, \ 
bread the first product to be (f- 
fected. Until hearings are helq 
and a final, definitive order on °} 
grain situation produced, all pj ins 
and proposals are purely spe 
lative, these sources say. 


VAST IMPLICATIONS 
OF ORDER STUDIED 

Washington, Feb. 8.— While 
there may be further considera- 
tion of the milling orders, the 
President in his nine-point pro- 
gram has embraced two major 
policies of significance to the en- 
tire food industry: 

1. He has reversed the Depart- 
ment of Agriculture’s policy on 
fats and meats and has ordered 
curtailment of the future meat 
supply in the interest of imme- 
diate savings in feed grain, and 
increased production of fats. 

2. He has ordered “austerity” 
measures to stretch the nation’s 
grain supply so that no effort will 
be spared in attempting to meet 
our commitment for six million 
tons of wheat during the first half 
of 1946 to feed 100,000,000 people 
in starvation areas. 

At the direction of President 
Truman, an emergency information 
program to explain the necessity 
for the food conservation measures 
is shaping up under Drew Dudley 
and Charles Jackson in the Office 
of Reconversion. Involving the 
cooperation of the Agriculture, 
Commerce and State Departments, 
the'program has been submitted fo: 
consideration of the Advertising 
Council meeting in New York to- 
day. 

Changes Feed Plans 


To agricultural interests the 
most significant part of the policy 
is in the decision to kill off pigs 
at 225 pounds instead of fattening 


them for an _ additional three 
months until they reach 300 
pounds, 


This decision, along with plans 
to reduce poultry flocks and re- 
duce feeding of dairy cattle, will 
involve reorganization of a great 
number of farm price orders t 
stimulate cooperation with the 
government program. 

For a time more meat will be 
available, but in a few months the 
supply will decline to a _ point 
where there is a real possibility 
rationing may have to be re- 


Rollo Horwitz Advertising Com- 
pany, St. Louis, has moved to new 
quarters in the Paul Brown bui!d- 
ing. 
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Paper is scarce and valuab!e 
... avoid hoarding and waste. 
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Coated Tou 


THE MARTIN CANTINE COMP 


— « SAUGERTIES, N.Y. 
Specialists in Coated Papers since 
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..- Here’s how the 
DOMESTIC ENGINEERING DEALER 


can help YOU reach your 


HE Domestic Engineering Dealer ranks high 

as an aggressive merchandiser . .. a dealer who 
has his sights fixed firmly on the future. This is evidenced by his 
past performances, by his present activities and by his future 
planning. 


Facts and figures revealed by DOMESTIC ENGINEERING’s con- 
tinuing Merchandising Survey clearly indicate the trend of this 
highly important dealer group toward greatly expanded lines . . . 
toward the greatly broadened scope of their services to the public 
and to industry. 


The partial list at right is from tabulations of this survey and indi- 
cates the additional types of domestic and commercial appliances 
and equipment these Domestic Engineering Dealers are handling or 
will handle just as soon as these products become available on a 
basis approaching normal. 


Actively engaged in rendering their essential services through- 
out the war period, the cessation of hostilities found these Domestic 
Engineering Dealers fully established and ready to continue their 
normal peace-time operations without interruption. If yours are 
products that are applicable to the vast Domestic Engineering 
Market, these dealers are prepared, anxious and able to handle 


them today. 


The Domestic Engineering Dealer is also a DOMESTIC ENGI- 
NEERING Reader. In all of his merchandising plans he is de- 
pendent upon the editorial and advertising pages of DOMESTIC 
ENGINEERING for the informative assistance and technical guid- 
ance he must have to cultivate to fullest advantage his greatly broad- 
ened market of today. Through these pages the manufacturer is 
brought to his most intimate contacts with his livest prospective 
outlets. 


DOMESTIC ENGINEERING MARKET 


A complete copy of this list of products and an analysis of 
its significance to manufacturers are available on request. 


Manufacturers and their advertising agencies are invited to write 
for detailed information on the Domestic Engineering Market, the 
Domestic Engineering Dealer and on DOMESTIC ENGINEERING, 
the publication that has served both continuously for over 56 years. 


* * * * 


FIVE TIMES A WINNER 


1939, 1942, 1943, 1944 and now 1945! Five times DOMESTIC 
ENGINEERING has won top awards for outstanding editorial 
achievement in competition with over 400 of the Nation’s leading 
business publications. 
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Foundation Cites 
200 Old Brands 


in New York Area 


New York, Feb. 5.—With the 
award of certificates to 200 brands 
in the New York metropolitan 
area which are 50 or more years 
old, the Brand Names Research 
Foundation, at a dinner here to- 
night, launched a campaign to ex- 
pand membership and widen and 


intensify its publicity and pro- 
motional efforts. 

A. O. Buckingham, vice-presi- 
dent of Cluett, Peabody & Co., 
was elected chairman of the 
foundation, succeeding George L. 
Russell Jr., president of John B. 
Stetson Company, who has held 
this post since its organization in 
the fall of 1943. Howard B. 
Snader, Vanity Fair Silk Mills, 
Reading, Pa., and Donald B. Doug- 
las, Quaker Oats Company, Chi- 
cago, were named eastern and 


western vice-chairmen; Henry E. 
Abt, New York, continues as sec- 
retary and managing director; 
Gavin McBain, Bristol - Myers 
Company, becomes treasurer, and 
Theophil H. Mueller, Julius Kayser 
Company, chairman of the ex- 
ecutive committee. 


Chinaware Leads List 


Of the brands cited, 25 are 100 
and more years old. The oldest on 
the list is Royal Worcester English 
porcelains, originated by Worces- 
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ter Royal Porcelain Company in 
1751. Two others started in the 
17th century are Wedgwood 
(1759) and Spode (1770) china- 
ware. 

Launched originally by a group 
of apparel manufacturers to com- 
bat government attempts at grade 
labeling, the foundation is now 
seeking the support of adver- 
tisers in all fields. 

Of 50 active members, 15 are 
non-apparel advertisers. In this 
group are Bristol-Myers, H. J. 


HERE’S A MAN WHO 


Meet Bill Bolton, merchant. Purveyor of 
household goods to many families who live 
in and around a small city. He’s a good 
man to know. He has influence. 

There are thousands of influential people 
on Main Street. And when you consider 
that nearly half the nation shops there, 


small wonder that 


families in small cities and towns pays well 


for advertisers. 


PATHFINDER has influence on Main 
Street, too. News weekly edited for intelli- 
gent alert families in the smaller cities and 
towns, growth is rapid and consistent. And 
what’s more to the point, PATHFINDER 
does well for advertisers. Brings quick 
response from readers. PATHFINDER’S in- 
fluence in prosperous Main Street homes 
is a matter of record. 

Circulation keeping well in advance of 
advertising rates, marks PATHFINDER an 
outstanding buy. One million circulation 
guaranteed by December first, 1946. 


Advertising Offices: Philadelphia, 230 W. Washington Sq. 


cultivating important 


FAMILY NEWS WEEKLY FOR MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher 


PHILADELPHIA 


5, PA. 


* New York, 420 Lexington Ave. + Chicago, 180 North Michigan Ave. + Detroit, General Motors Bidg. 


Heinz, International Cellucotto., 
Lektrolite, National Carbon, Pro>- 
ter & Gamble, Quaker Oats, RC \, 
Socony Vacuum, Standard Branc s, 
Sterling Drug, Valvoline Oil, Vi: k 
Chemical and Geo. Wiedema: n 
Brewing Company. 


Six Agencies Join 


There are also 17 manufactu:- 
ing associate members, ranging 
from Armour & Co. and Baldwin 
pianos, to Joseph Schlitz Brewing 
Company and A. Stein & Co., and 
eight non-manufacturing associate 
members. The last group includes 
six advertising agencies—Calkins 
& Holden, Richard A. Foley 
Agency, Foote, Cone & Belding, 
Kenyon & Eckhardt, Sherman & 
Marquette and Young & Rubicam 
—and the Cincinnati Enquirer, 
Station WLW, Cincinnati, and the 
Farm Journal, Philadelphia. 

Dues for active (voting) mem- 
bers range, according to total 
sales volume in 1939, from $100 
to $600 annually. Associate mem- 
bers pay optional amounts, 

Mr. Buckingham urged the 
membership of “every brand name 
manufacturer, whether his brand 
is a century old or one year old,” 
and of “every advertising agency, 
every advertising medium, every 
packager, printer and other par- 
ticipant in the brand name sys- 
tem.” 


‘Own Best Welfare’ 


He also proposed that “every 
manufacturer and advertiser of a 
branded product join in a pro- 
gram to convince the people of 
America that their own best wel- 
fare lies in support of the system 
of brand identification.” 

Newest promotion program of 
the foundation—which was 
“sampled” before 1,000 executives 
from this area at the dinner to- 
night—is “The Name Speaks,” a 
recorded program prepared jointly 
by BNRF and NBC, which has 
been accepted by 108 stations in 
this country and 27 in Canada. 
Presenting “great names _ in 
music,” it features Quentin Rey- 
nolds, commentator; Thomas Hay- 
ward, singer, and Norman Cloutier 
and his orchestra. 


Forms Freezer Unit 


Kellett Aircraft Corporation, 
Philadelphia, has formed Coldaire 
Corporation, with headquarters in 
Chicago, to merchandise frozen 
food cabinets and equipment man- 
ufactured by Kellett. Production 
is to start later this month, ac- 
cording to Charles W. Stillman, 
executive vice-president of the 
new unit, with plans calling for 
100,000 cabinets this year. 


Names Link Promotion 
and Advertising Chief 


Frank Link, formerly engaged in 
promotion and merchandising ac- 
tivities with Ford Motor Company 
and recently with Packard Moto: 
Car Company, has been appointed 
sales promotion and advertising 
manager of both Kaiser - Frazer 
Corporation and Graham - Paise 
Corporation, Detroit. 


Agency Promotes Bird 


Johnston Bird, for the past 1° 
years art director of Dickie-Ra) - 
mond, Boston, direct mail agen« 
has been promoted to the new ¥ 
created position of director of cre- 
ative planning. He has been su - 
ceeded by Van Crews Jr., recent ¥ 
in the armed services. 


WEST TEXAS 


Invites Industry! 


Long and truly known as the "Raw 
Materials Capital of the World, 
West Texas offers small size, under 
industrialized progressive cities; raw 
materials and cheap fuel and power 
reserves; all-year ideal working con- 
ditions and pure American-born white 
citizenship. 

Investigate West Texas’ Industrial Advan- 

tages. Wire or Write: 


WEST TEXAS 
Chamber of Commerce 


Headquarters office: Abilene, Texas 
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et ...in 8 out of 10 Seattle Homes 


— Friendship is founded upon confidence. When a friend tells 
J you something, you believe it—if for no other reason than 
& because he is your friend and you have faith in him. That’s 
iwiy the way it is with THE SEATTLE TIMES. Seattle has expressed 
1 SU | its confidence and friendship...because THE SEATTLE 
Times is the preferred newspaper in 8 out of 10 Seattle 
— homes. People hereabouts believe what they read in THE 

TIMES. Isn’t it reasonable, then, to say “You must tell your 
= advertising story in THE TIMEs if you want intensive cover- 


raw age of the prosperous, progressive Seattle market.” 


* 
a 


‘SEATTLE 


—_— Represented by: O'MARA & ORMSBEE, INC. + NEW YORK + CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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Grain Order Turns 
Distillers’ Dream 
Into a Nightmare 


Tighter Pinch Sure 
to Result, Most 
Are Convinced 


New York, Feb. 7.—President 
Truman’s order on the use of 
grains for beverage alcohol will 
allow the liquor industry enough 
grain for five days’ mashing capac- 
ity in March, and this amount is 
expected to be reduced to almost 
nothing in April. 

Department of Agriculture grain 
experts believe that the industry’s 
survival through the current grain 
shortage may depend on its will- 
ingness to resort to oats and other 
less efficient foods. Oats, however, 


yields a relatively low amount of 
alcohol and is one of its most 
costly sources. 


Allocations Cut Steadily 


Liquor manufacturers had pre- 
viously been ordered to reduce 
their consumption of the custo- 
mary grains by 25% and to use 
only poorer grades. The industry’s 
allocations in December and Janu- 
ary were sufficient for ten days’ 
mashing. In February, allocations 
were sufficient for seven and one- 
half days. 

The effect of the reduced alloca- 
tions is still speculative, but most 
experts believe that the amount of 
whisky withdrawn for consump- 
tion will be reduced because of 
fears that the present grain squeeze 
will continue for some months. 

Inventories are down to about 
260 million gallons, with the “big 
four’—National Distillers, Schen- 
ley, Seagram and Hiram Walker— 
holding about 60% of the total 
inventories. 

The increasing liquor advertis- 
ing which began to develop in re- 


cent months is expected to return 
to an institutional basis if the grain 
shortage continues. Advertising 
managers of the “big four” were 
unanimous in their agreement that 
their expenditures would probably 
not be cut appreciably but would 
be devoted, as they were through- 
out the war, to keeping brand 
names alive. 

Revival of cane spirits blends 
by smaller rectifiers is expected to 
fill in the liquor supply at bars 
and package stores, but most of 
these will be _ non-advertised 
brands. 


Fear Black Market Increase 


Some quantity of whisky will 
still be withdrawn from stocks and 
put on the market as a result of 
the competitive situation within 
the industry. The proportion of 
the nation’s whisky stocks, accord- 
ing to most liquor sources, has not 
varied very much since 1943, when 
a Senate investigation found that 
National held 15.8%, Schenley 
22.6%, Seagram 12.1% and Hiram 
Walker 10.4%. The extent of Ca- 


Advertising Age, February 11, 1946 


has not been named. 


Schenley Distillers Corporation. 


multi-purpose cleaner. 


Last Minute News Flashes 
Hollister Leaves CBS, Joins RKO Radio Pictures 


New York, Feb. 8.—Paul Hollister, vice-president in charge of ad- 
vertising and sales promotion for CBS, has resigned to join RKO Radi 
Pictures, Inc., as studio representative in New York. His successo: 


Report BBDO to Get United Drug Radio 

Los Angeles, Feb. 8.—United Drug Company is expected to appoint 
Batten, Barton, Durstine & Osborn to handle its spot radio, which 
comprises a considerable part of the company’s $4,000,000 ad budget 


Hesse Heads Los Angeles Office for Peck 

New York, Feb. 8.—Peck Advertising Agency will open an office in 
Los Angeles soon under Seymour D. Hesse, vice-president and treas- 
urer of the agency. Mr. Hesse until last year was vice-president of 


Rumford Starts Test on Noctil, New Cleaner 

Rumford, R. I., Feb. 8.— Rumford Chemical Works, producer of 
baking powder and industrial chemicals, has launched test newspaper 
advertising in New Bedford and Fall River, Mass., for Noctil, new 
Copy of 200 and 500 lines is being used. 


Hudson Breaks Announcement Copy in Newspapers 

Detroit, Feb. 8.— Hudson Motor Car Company this weekend will 
institute a two-week advertising campaign for its new Cars. 
insertions in about 2,150 newspapers in 2,000 cities will announce that 
the new 1946 models are now Officially on display. 


Initial 


BENJAMIN GALAZKA 


Recently of the United States Army. Saw action 


in Africa. 


Sicily and Italy. Wounded at Anzio. First World War I 


veteran to return to his job at The Evening Bulletin. 


There are quite a few little details for Benny on the way back to civilian life. 


There are quite a few responsibilities this country recognizes toward Benny for 


his military service. They're all set down in legal language. It’s vastly important 


that he know about them and take the right steps in his own behalf at the 


right time. 


As a public service, The Bulletin is lending a hand to returning Philadelphia 


veterans. We have established a Veterans Service Bureau under a director with 


the knowledge and background to be of real assistance. One of the first things 


the Bureau did was get out The Evening Bulletin Veterans Guide. It tells the 


veteran what to do, who to see, what he gets. It reduces the rules and the laws of 


immediate concern to him to simple, every-day language. 


Over 50.000 copies of the Guide have already been distributed at separation 


centers. camps, hospitals, at all likely points where veterans congregate. It has 


become the standard reference for the estimated 386,000 veterans who are return- 


ing to the Philadelphia area. 


* * * 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 


circulation in America. It is read daily by four-fifths of the Philadelphia families. 


IN PHILADELPHIA — NEARLY 


EVERYBODY 


READS 


THE BULLETIN 


nadian stocks, principally held by 
Seagram and Hiram Walker, is 
unknown. 

Increases in black market and 
“tie-in” sales of better brands are 
feared by many industry people. 
The practices adopted by. some 
wholesalers of pushing inferior 
|brands by compelling retailers to 
|purchase quantities of unknown 
jliquor in exchange for small 
j}amounts of established brands are 
|seen as part of the black market 
picture since the retailers, in turn, 
‘tend to keep the established 
| brands “under the counter.” 
| According to the most. recent 
‘financial statements of the four 
‘industry leaders, Schenley’s sales 
in 1945 were $561,700,000—Sea- 
grams’ $400,100,000—National’s in 
1944 were $261,300,000—and Hiram 
Walker’s in 1945 were $229,200,- 
000. Part of the gap between Sea- 
gram and Schenley sales is due to 
the larger amount of non-whisky 
sales in Schenley’s total. 


Capper Lists Changes 
Recent personnel appointments 
announced by Capper Publications, 
Inc., New York, include Fred W. 
Kroeck, promoted to eastern man- 
ager of Household; Lt. Col. Ken- 
neth H. Constant, recently execu- 
tive officer of the Office of De- 
pendency Benefits, named eastern 
manager of the Capper farm pa- 
pers, and Fred W. Jameson, for 


many years in the Chicago and 
Topeka offices of Capper Publica- 
tions, appointed Pacific Coast man- 
ager, with headquarters in San 
Francisco. 


Palmer Hoyt to 
Publish ‘Denver Post’ 


Palmer Hoyt, publisher of #he 
Oregonian, Portland, Ore., has 
been named publisher and editor 
of the Denver Post, succeeding 
W. C. Shepherd, who is retiring 
after more than 40 years with the 
Post, the last 13 as publisher and 
editor. 

Mr. Hoyt is well known through- 
out the newspaper industry, and 
was active in WPB and printing 
and publishing circles in Wash- 
ington during the war. 


Reynolds Pen Wins 


Restraining Order 


Reynolds International Pen 
Company, Chicago, won a tempor- 
ary restraining order in Phila- 
delphia district court last week 
against L. S. Model Company, pro- 
hibiting it from advertising or 
selling the Reynolds pen at less 
than the established retail price 
of $12.50. Reynolds asked dam- 
ages of more than $100,000. 

In Hollywood, the company has 
brought action against Ball Pen 
Company, charging patent  in- 
fringement and unfair competition 
in a suit filed in federal court. 
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display advertising... 


From fifth to second in four short years tells the tale of The Sun’s 
stepped-up progress in Chicago. . . 


in local display. advertising 


where proof in res/ts must be forthcoming at checkup time every 


evening or it’s ‘‘no sale.’’ Hf it shows in the cash register, well and 


good. If it doesn’t, all the linage records ever embalmed don’t mean 


a thing. And there's an increasing number of national advertisers, 


too, who are thinking along the same lines. 


Source: Media Records 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 


« 250 Park Ave., New York 17, N.Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue +» NEW YORK: 230 Park Avenue 


Atlanta « Charlotte « Dallas « 


Kansas City « Los Angeles « 


Memphis « St. Louis + San Francisco 
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Talk to ALL of the Drug Trade Manufacturers 
O’KAYERS ... You can sell them ALL!... 


First of all, let’s get this straight: 

The term “drug trade” is one of the most 
thorough-going misnomers in the annals of 
American business and industry. 

Properly expressed, it would be something 


like “DRUG TRADE AND COSMETIC TRADE 
AND RAZOR TRADE AND RUBBER GOODS 
TRADE AND TOILETRIES TRADE AND BABY 
GOODS TRADE AND SOAP TRADE AND INSEC- 
TICIDE TRADE AND DISINFECTANT TRADE 
AND FOUNTAIN PEN TRADE AND CAMERA 
TRADE AND SOFT DRINK TRADE AND FOOT 
PRODUCTS TRADE AND ANIMAL HEALTH 
GOODS TRADE AND WHATEVER ELSE YOU’LL 
FIND IN A DRUG STORE,” 


Conference Room of Bristol-Myers Co. Here Bristol-Myers O’Kayers make major decisions. 
How many of the plan-board people who regularly gather here, is your advertising influenc- 
ing? Drug Trade News covers them all plus more than 20 others on Bristol-Myers first team. 


HE No. 1 COVERAGE OF THE DRUG TRADE O'KAYERS w= 


% 


You can’t say that on the masthead of a 
publication. Nevertheless, that is the actual 
coverage delivered by our 6,000 fortnightly 
circulation. We cover ’em—like a blanket. 


But when we “cover” them, that is only the 
beginning. We penetrate deeply into the entire 
organizations of these great American manu- 
facturers, right down through the O’Kayers 
who can say Yes, or a resounding No, to any- 
thing you are trying to sell. 


Who are the drug trade O’Kayers? Well, 
they don’t all sit at the head of the conference 
table. Many of them are still on their way up 


there. But en masse, they can sway the voting 
for you—or against you. They can make it 
easier for you to sell to the company they work 
for—or they can make it mighty gosh-darned 
tough. And we don’t need to ask you which 
type of selling you would rather do. 


Twenty-six pages in Drug Trade News—the 
newspaper of the drug manufacturing indus- 
try—will cost you $4422.60 out of your annual 
advertising appropriation, Little enough to do 
the deep, penetrating, thorough-selling job 
among the O’Kayers that the red-hot postwar 
competition calls for. 


This $4422.60 won’t hurt your budget. And 
the “‘yes” votes of the Drug Trade O’Kayers 
won’t hurt your selling — not one bit. Drug 
Trade News, 330 West 42nd St., New York 18, 
N.Y. 
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Surplus Property 
Disposal Job Due 
for Overhauling 


Washington, Feb. 7.—With the 
transfer of the surplus property 
disposal job to Lt. Gen. Edmund B. 
Gregory and the newly established 
War Assets Administration, pub- 
licity and advertising policies that 
have “just growed” during the 
past 20 months are in for careful 
study and overhauling. 

Pledged to full publicity on its 
offerings, the government has 
nevertheless run into many un- 
foreseeable complications in car- 


rying out public relations policies 
on the disposal of surpluses. 
Despite the large number of 
sales outlets, and a volume of sales 
totaling $669,000,000, total adver- 
tising expenditures have run only 
slightly more than $1,000,000. 


Ad Figure Is Low 


While a number of disposal 
agencies have dabbled with adver- 
tising during the past 20 months, 
RFC, the most active, actually 
spent only $1,185,650 for all forms 
of advertising, according to a 
breakdown provided to ADVERTIS- 
ING AGE today. 

Officials familiar with the prob- 
lem point out that this figure may 
be far below the common impres- 
sion of the RFC advertising pro- 
gram, an impression prompted by 
the fact that Congress authorized 


$5,400,000 for RFC surplus ad- 
vertising for the fiscal year end- 
ing June 30, 1946. 

With the consolidation of re- 
sponsibility for policy and sales 
in a single organization under 
General Gregory, a complete re- 
view of the publicity and adver- 
tising problems is now under way. 

Since he is consulting merchan- 
dising and administrative experts, 
General Gregory has asked J. 
Davis Scott, New York public re- 
lations consultant, to study the con- 
glomerate of information and ad- 
vertising personnel and policies 
inherited from predecessor organi- 
zations, 

Mr. Scott will provide General 
Gregory with recommendations for 
a program to meet two recurring 
problems: 

(1) Public misunderstanding of 


Advertising Age, February 11, 194; 


the disposal job; 

(2) The need for efficient and 
fair advertising and _ publicity 
methods. 


Gets Full Authority 


Formerly Quartermaster Gen- 
eral of the Army, General Greg- 
ory inherited a patchwork of 
merged and remerged emergencies, 
as well as the distilled experience 
of three preceding administrators 
who wrestled with the complicated 
disposal job. 

While Maritime, Interior, State, 
Agriculture and Federal Housing 
still have special disposal assign- 
ments, under the new setup in- 
augurated last week, the inde- 
pendent War Assets Administra- 
tion has all the policy authority 
formerly wielded by Stuart Sym- 
ington, and responsibility for the 


“SEVEN | AT ONE BLOW”. .. that’s the type of multiple market 
coverage you get in DAILY NEWS RECORD. _ For. the | RECORD reaches 


the seven billion dollar textile and related industries m market from 


~——* 


producer-to-retailer. * t Reaches i it on the. morning ‘of every business 


ore. 


we 


day... in private offices where policy is set, where yes and no 
~ 


- 


decisions : are made. Reaches it with vital news of textiles, men’s wear, 
“eee Seow PR ceca: ee 

and domestics: Prices, Contracts, planning, government, technological 

developments, designing, and “merchandising. * That’ s why, 

they say, executives reach for the DAILY NEWS RECORD before 

their daily mail . and that’s why your ad strikes them 


while they're in the mood to do business! | 
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Key to Recovery, 
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actual sale of about 90% of the 
surpluses, 

On taking over, General Gre; - 
ory promised immediate steps °5 
improve methods of obtaining in- 
ventories of declarations from the 
military, and of obtaining relea:e 
of goods needed on the markets. 

According to the figures sup- 
plied by RFC, its $1,185,650 adver: - 
tising total includes: Newspapers 
$609,982; trade and executive pub- 
lications $101,991; offering lisis 
and direct mail $446,932; exhibits 
and displays $24,234, and “Surplus 
Property News” $2,511. 

Typical of the difficulties that 
come up, according to men close 
to the problem, are the unex- 
pected complications that have 
caused review and temporary sus- 
pension of a nationwide “partici- 
pating” ad series that has been 
running in newspapers in 50 cities. 


Supplies Insufficient 


After three weeks of a 26-week 
schedule, reports poured in that 
ads were bringing in more orders 
in many disposal offices than sup- 
plies warranted. These difficulties, 
it is pointed out, are part of the 
unusual problems presented in 
surpluses, where the disposal 
agency has little advance warning 
about the property it will be or- 
dered to sell, or the requirements 
of priority buyers. 

In all, $1,370,000,000 of govern- 
ment property has been sold dur- 
ing the 20 months, for $669,632,- 
000. In mid-January, inventories 
were $11 billion, including $3.5 
billion of unsalable aircraft. In- 
ventories included $1 billion of 
consumer goods, $500,000 of sal- 
able aircraft, over $2,000,000 of 
plants and industrial real estate; 
$1.2 billion of materials and equip- 
ment, and $1.1 billion of overseas 
surpluses, 


Sharp & Dohme Series 
Features Research Tools 


Sharp & Dohme, Philadelphia 
ethical drug manufacturer, will 
continue its “conservation of life” 
series during 1946 with 12 full- 
page color inserts in the Journal of 
the American Medical Association, 
featuring technical apparatus 
which is used in the company’s 
Glenolden plant. 

The apparatus is illustrated and 
supporting copy explains how the 
equipment is utilized in Sharp & 
Dohme research so that it becomes 
a “tool of life.” The manufacturer 
also has started, with the January 
issue, a monthly publication, ‘The 
Sales Dispatch,” to describe its re- 
search instruments to all sales as- 
sociates. Gray & Rogers, Phila- 
delphia, is the agency. 


Four A’s to Meet in 
New York April 10-11 


The 28th annual meeting of the 
American Association of Advertis- 
ing Agencies, its first full-length 
meeting in two years, will be held 
at the Waldorf-Astoria Hotel, Ne 
York, April 10-11. Because of the 
war, last year’s session was can- 
celled, and in 1944 members con- 
vened informally for one day. 

Four business sessions will }« 
held this year, open to membe 
only, with speakers to be a'- 


nounced later. The _ operatio): 
‘committee, headed by Richa’! 
‘Compton, Compton Advertisi! 
and chairman of the board of Fo 

| A’s, will serve as program comm! 

| tee, assisted by Gerald Carson 
‘Benton & Bowles. 


VY ainuines: | 


Oil men fly from field to field, state to 


state, country to country, hemisphere 
to hemisphere . . . the “travelingest” 
group of men you'll find in any busi- 
ness. Braniff is one airline that recog- 


nizes this basic travel fact ... with an 


advertising schedule in . 


| 
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The OIL WEEKLY 
Houston New York Cleveland 
Chicago Tulsa Los Angeles 
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The Boss DOLLAR 
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Warn you spend the boss’ advertising 
dollar you are administering a trust. 


4 


‘atus Do you want your advertising 
read by MANAGERS? Be sure 
ed and you specify the kinds of Man- 
aarp & agers you want. Here are a few 
ecomes to choose from: 


Do youwant youradvertising read 
by GOVERNMENT OFFICIALS? 
Be sure you specify the kinds of 
Government Officials you want. 
Here are a few to choose from: 


Cabinet Officers 


Advertisers to industries have a right to 
know just what kind of circulation they 
are buying for every dollar spent. 


Prete MANAGERS. General 
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Advertising 
Branch 
Building 
Business 
Factory 
Office 
Plant 
Production 
Sales 
Traffic 


Personnel 


This right is a principle long established 
by the A.A.A.A. 


It is the advertiser’s privilege to demand 
circulation breakdowns conforming to 
this principle. 


“STANDARDS FOR APPRAISING MARKETS” 
(Section 3, paragraph FE) published by the Association 
of American Advertising Agenctes says that a survey 
report “should include definitions of terms used’. 


* 


For # years The United States News, in soliciting advertising-to- 


industries, has urged the ‘‘definitions of terms used’’. 


Ambassadors 
Dept. Secretaries 
Construction Eng’r. 
Forester 

Ship Fitter 
Budget Analyst 
Paymaster 

Supt. Carriers 
Health Officer 
Commissioner 
Juvenile Probation 
Sup’t. Warehouses 


(200,000 GUARANTEE) 


The Direct Route to those 
who O. K. both 
corporate and family buying 
* 

Danie! W. Ashley, Vice President 
in charge of Advertising 
30 Rockefeller Plaza 
New York 20, N. Y. 


* The only publication of its kind * 
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FIC Plans Battle 
for Industry Data 
Dropped from Bill 


Washington, Feb. 5—When the 
independent offices appropriation 
bill emerges from the Senate ap- 
propriations committee in the next 
few days, FTC will have a final 
chance to fight for restoration of 
its annual report on industrial op- 
erations, defended as a source of 
valuable statistical information on 
distribution costs in more than 100 
industries. 

Suspended during the war, the 
series was to resume this year with 
a Budget Bureau blessing, but the 
House erased the $209,000 ap- 
propriation on the ground that 
much of this information might 
already be available within the 
government. 

According to FTC, this Congres- 
sional decision may leave a gap in 
the government’s statistical work, 
since the Budget Bureau had in- 
tended to make the commission 
the central agency for financial 
information. 


Sees Widespread Demand 


This sort of information is in 
demand by industry, trade, adver- 
tising, engineering and research 
organizations interested in reduc- 
ing distribution costs, the commis- 
sion says. 

Basically the corporation re- 
ports, issued in 1939 and 1940, 
cover investment, costs and profits 
by type of industry, but in reviv- 
ing the project, FTC had intended 
to segregate distribution costs in 
an effort to point up the kind of 
data most frequently in demand. 

Moreover, the postwar series 
was to cover a wider field, includ- 
ing mail order houses, chains and 
department stores, with emphasis 
on distribution features. 

Although the House specifically 
eliminated funds for the corpora- 
tion reports, the FTC came 
through with a slightly larger ap- 
propriation than in 1946, including 
funds for special investigations, 
some of them of considerable in- 
terest to distribution specialists. 


Would Inspect Large Firms 


One proposed project is a spe- 
cial study of the distribution 


CBS 


recently asked a blue ribbon 
jury to decide which of its sta- 
tions did the best job of news- 
paper promotion. The prize was 


$1,000! The... 


WINNER 


was the same Durham, North 


Carolina station which won Bill- | 


board magazine 1945 over-all 
promotion award. The same 
station that will do a plus job 


for your clients in 1946. 


DURHAM 
NORTH CAROLINA 


Represented by Howard H. Wilson Co. 


habits of large corporations, to de- 
termine whether they follow poli- 
cies which are harmful to small 
business. The commission is curi- 
ous about different discount rates 
for large and small distributors, 
and the requirement of large man- 
ufacturers that small outlets han- 
dle their lines exclusively. 

“A case in point,” FTC says, 
“would be the pricing policy 
known to exist in the past among 
chain stores in which stores on the 
circumference of areas serviced 
from a given distribution ware- 


house were given much lower 
prices than stores at the warehouse 
center.” 

The commission mentioned the 
possibility that an appliance firm 
might refuse to deal with an outlet 
that does not abide by a “sug- 
gested” price, even though it 
were a monopoly situation where 
“retail price maintenance” could 
not apply. 

“Under the discount scheme now 
in effect,” FTC pointed out, “a de- 
partment store entitled to the 
maximum discount on its most 


popular brand would have a cost 
of $3.12 and be required to sell to 
the consumer at $5.50, a mark-up 
of 76.2%, while a small dealer’s 
cost would be $3.66 and his sale 
price $5.50, or a markup of about 
50.3%.” 


Says Situation Corrected 


“In the farm machinery indus- 
try,” FTC said, “the practice of 
large companies insisting that their 
dealers handle the producer’s line 
exclusively was found to place ob- 
stacles in the way of smaller man- 


. ‘ 
‘ J Ag OT UG 4 


? ’ 


ufacturers and was modified whe) 
the facts were published by th 
commission.” 

Questioned about possible dup - 
cation as a result of its propose | 
corporation reports, Commissione» 
Robert Freer pointed out th: 
under the Federal Reports Act, n» 
other agency could collect this in- 
formation, once it has been as. 
signed to FTC by the Budge 
Bureau. 

He said the ICC could continue 
to collect data on railroads, mo- 
torbus operators and others, and 
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Ask Your McGraw-Hill Man 


Every McGraw-Hill man has access to all the extra 
services provided by ‘Headquarters for Industrial 
Information” to help you sell your product. 


‘BEST USE YOUR 


WHAT ARE YOUR 


BUYING? 


MARKETS? 


THE 


Advert 


that tl 
Comm: 
gather 
that ir 
ports, 
already 
agenci 


Prom 

Cark 
Natura 
mote t 
be dis’ 
lo nev 
nals, i 


% a 45 : ae dice ‘ e By ees 7 ! i ts es 2% 
% ws =e nine : : “ 5 ; ns = 
Be / 10 4 f — 
~ | 
u ts ” | 3 
oo ee 
fy en.’ | 
‘7 
oe 
ae. 
a 
ey 
a | | 
rr SSNS 
: ———e 
a 
cee 
yore 
Reta 
“ean 
ue puis : 
a > 
> 
a * 0 
“¢ " pays he ie : 
p ~~ y 3 er ete > 4 . . 4 A at me ¥ 
on ed ens) he aad ok’ +. Ree ie. Se 4 se pwaiy her Stet _ “4 $ 3 5 Fon Yon 4 : 
—— me Te hei Ale are : Be Sa dS es eae ad Sa RL byte hl 
=) 0 Spent oie ee | Bae EE ea feces CMe TN: BG Oe ek Lee ss wp 
ae eo! me atl re ET EA ZS ae 
- eye ban ae ais fie & fone ‘ ge eee ee EN! Be ES : 
ihe ie ‘ ‘ gt eS ADT ae ate on beet * 
Ae Sats 4 _ Z ; Le Oe Ie ‘ Pte a : 
| Bee ey 2 ese ‘ 1 ma ng Pag 
oe ected Mra). ri: 
MC pea ay J ‘ * é eek ; *. ei ws Fe i 
— taal  gibh h aye! Wess ei : x é Ne u atl ve 
* : «EE a ata % ‘ ‘ a » 
‘te ‘et a yn SS UN ae ee et * aan coe 
i AB 34 Chane : » 40m a 
_ eset * Y bs 
a = ° a Ae é 4 of Fi Ane 
: , ~*~ ot ces SIE =) . > 
lates {\hFSAd a* eet Ba - a a : be 45, 
SRS Jay : ae ‘ . se : e os - 
ap ne eee ee es 4 ‘ ‘ 
eos ae e. - : 
' +o iaA®. Fe ‘ 6 fe ate eee. 3 wa ra 
; ne se A ‘ 
ae a9 ante ; a bie : : ‘ : 
= ~ Maes “ ae 3 aes 4 ‘ ae a owe ) a 
rss, . 2 ig f a  paleeaes ¢ i * ne 
3 2 c Pas P eS sits es cs eae : x 
cai ari Sa Rs ce Sel os eel ; 
pone MRS ‘ : oy ee es e — 
- Pee: . ay ° + : tee : a : je ‘a ~ ¢ 
. Mi ty : oe,% te : ee — % yi 
Bis ‘ : ke A opie ges Sage as ae 4 pa 
a | ae: E é te _ Py ee. ee ‘ af F: ey ; -* ea 
shia \ ip one rae a a3 on “sg 
we yes ‘ A e sir ve s R %, ; 
yas FY ee Bee ‘i sy C i 
a oe “iy ~ a ; . a eh : a + 
=p ats et 5 ~ * ree eos Fad _&» " “a re 
eee om 7 ‘ oo eo ee by , % ; 4 
=n « Ss Aaa ——. a : i: ad hte 
; it ae ‘oe iat sige , te : . 
, mee ‘ Se saan t ? 4 i. 
3 ayn eae ; \ ry tate: 
" vy ee yy t — re 
es os a FR 
gis : — ser : 
Tee * y ; A ie, 
_ ke . ‘f * q Py * nt 
‘ ZF da} 
PA ey : ea os 
Po ben e 5 | 
ey, i a zi ca yh 
7 my me ont") 
a —, * : 3 4s 
igs my ci 
r: coe , i, 
‘s a = \ —, 
ae Bi | : a 
ee ieee! 3 ; 
; . 
‘<< Be 
eo ey of Py St 
ty be ‘ * Bak 
angled ¢ Bye, 
J Peas (3 % : (ei: 
ee 44 : ‘ s ae eee s 
a ee 2 \ ee wt 
} oe CP er, s pa: 1 ae tae sae eae 
i. CPR e4,. ‘ities BA A aE I 
Xt 
= ee 
—_—_—_— —————_————_-- -—_-___——aX?) on SS 
9 HEADQU 
#. i % 
S| 
4 ~) # “Se, 
‘ P| % | 
rel gees ep aoe Mae ¥ aA if " Eimear, ‘4 i ME . + 7 ets sa? re z gee : ‘: Ras / ‘ ee i ; : ; 


dvertising Age, February 11, 1946 


when ‘ > 
that the SEC and Federal Power|publications. The products are . will continue for a month, begin-| my saying Red Cross services here 
7 Commission would _ necessarily | CCC te ROT mixtas for ae as Ads Will Feature ning March 1, in an effort to| have been more than 100%.” 
{ i i j table powder spray on farm ttain a nationwide goal of $100,- A second ad, which stresses that 
d ; gather certain information, but| Ves , ‘ a i g 0 . . s 
a that in compiling its industry re- DDT pe eee trees; — cae Slogan, Red Cross 000,000. “war is never over for the Red 
sione: ports, FTC would rely on the forms garden dust, an Cc ’ Mats of advertisements are| Cross,” portrays a wounded soldier 
é ports, powder containing 10% DDT as a M t e O at 
th: already collected by these other]; ach and flea killer. Cecil & Pres- us arry n available free of charge from the| receiving aid from a Red Cross 
om a. ee —_— Roeser Srey ee ee BB og oe oy sg ret abies Paaresate gg Es eg eT claus to the ads, glossy 
" . uncil, working WIth / tures a message from General] prints of counter cards, posters 
—- Promotes DDT Products Huber Leaves ABC the American Red Cross, has pre-| wacArthur neg A captioned “You es ol and the Red bcd in- 
eh Carbola, Chemical Company,| E. J. (Mike) Huber has re-| pared a campaign guide featuring|can take General MacArthur's signe drop-in are offered 
Natural Bridge, N. Y., will pro-|signed as sales promotion manager | two advertisements. both of which d f it!” Th 1 i . 
ntinue mote three new DDT products to|of the American Broadcasting cuit tha 1048 R ac wor ry e general is Plugs ‘Battlefronts’ 3 
, mo- be distributed nationally in about|Company, and has not yet an- Pp e Q e ross Cam-/| quoted, “Red Cross has done a q 
end 15 newspapers and 15 farm jour-| nounced his future plans. No suc- | Palgn slogan, “Your Red Cross| 100% job in this theater. Mathe-| The book dramatizes in a spread a 
. nals, including poultry and dairy|cessor has been named. Must Carry On!” The 1946 drive! matical limitations alone prevent|the three new Red Cross battle- a 


fronts now thrown up—the fight 
to help the man still overseas, the 
man in the hospital and the vet- 
eran now in civilian clothes. Mes- 
sages are also printed over the 
signature of Vice Admiral Ross T. 
McIntire and General Omar N. 
Bradley, endorsing the work of 
the organization. The council re- 
minds advertisers to consider busi- 
ness publication and house organ a 
promotion of the drive, as well as | bc 
general magazines, and lists other eae 


possible avenues—outdoor posters, eas 
car cards, direct mail, postmark - 
advertising, motion picture, radio 
eee and display material. tis 


Douglas Meldrum is council cam- 
paign manager on the drive. Ruth- 
ee rauff & Ryan, New York, is the 


i WHAT FIELDS CAN BEST USE YOUR PRODUCT? po 


Appoints Mathes 


Her Majesty Underwear Com- 


Advertising .. . your advertising .. . has a big, tough, two-fisted job to do today. It’s pany, New | York, has, appointed 

% . . 3 J r : , athes, Inc., ; 

got to be aimed in the right direction and geared to sales. That’s more important The campaign will open in April a 
than ever before with direct mail and display, with oa 


space advertising scheduled to 


% Act ‘You fellows who call the plays need all the basic dope about fields, markets and ee aie oe a 


~ prospects that you can beg, borrow or steal. We think we can help you. Fuller Joins Relin —— 
= : . Albert C. Fuller, for the past i = 
* We’ve made a real, honest-to-gosh effort to provide the sort of extra services that you 20 years advertising and publicity a 
oy : - direct f the P House, ha ll 
we can use to do a bang-up job. Our Research Department and the staffs of the 25 neeeens ae eaendinke of Matmael — 
Hi ‘ : Relin & Associates, public rela- ———_ 
McGraw-Hill publications have lots of answers ... or know where to find them. tions agency, in charge of a newly 
. ened Chicago office at 175 N. 
What fields can best use your product? Your McGraw-Hill man has a lot of helpful Michigan Ave. 


information in his brief case. For instance: 


‘A Guide for Keying Media 
Selection to Sales’’ — This 
valuable reference book fur- 
nishes an overall guide for the 


‘Electronic Applications in In- =] The Standara-Cimes 


dustry’’—This detailed study...a 
Its the 


product of McGraw-Hill research 
. is typical of a series of surveys 


basic steps required to take of present and potential uses of 
your = uct ye —. ote specific cinlincte tines studies of Hometown 
\ compilation of the methods s type are available on Plastics, per 
* employed by many manufac- Rubber, Magnesium, Plywood and New spa, 
turers who have been out- Aluminum. 
Peaieer = ; standingly successful in coor- - 
2 ae dinating their sales and advertising programs. “The Pulse Beat of Industry”’ in every town, village and 
‘‘Market Identification Chart’’— This handy chart This is an extra, exclusive hamlet in the New Bedford- 
was developed by McGraw-Hill based upon an analysis McGraw-Hill service...a Cape Cod area. 
of U. S. Government industrial classifications. You will quarterly publication written 
find ita great help for the collection, tabulation and by McGraw-Hill editors from 
presentation of data most significant to the sale of your their intimate day-to-day 
product (sales, number of plants, wage earners, horse- knowledge of the industries 


power or many other in- MARKET IDENTIFICATION SHEET they serve. It is a brass-tacks 
dices). Properly used it EE SSE digest of current poaniome, 
will provide a clear pic- y= =] trends and a forecast of o 

ture of your most profit- | | Ha |! HHH ortunities within the fields. 
able fields. Its use is dis- aH |ieetttits |leeestiet he “Pulse Beat” is off-the- 
cussed in detail in the HH | Ah S288 record in nature... not for quo- 
booklet (above). er tation or general distribution. 


100 ,0cht 


CORRESPONDENTS» 


sponse 
see 


tit 
peneseeesece 
penseneees 


in the towns and villages that dot the 


: . . New Bedford Area — gather strictly 
These are just a few of the many extra services available from local news — local pictures — local 


your McGraw-Hill man. It’s good business to cultivate the “ask- features — small talk, and then 
the-McGraw-Hill-man” habit... chances are he can help you to 
obtain the answer to’most any industrial marketing problem. 


THERE IS NO SUBSTITUTE FOR SOUND INDUSTRIAL ADVERTISING 


That's why— 
DQUARTERS FOR INDUSTRIAT INFORMATION PUBLISHING COMPANY, INC. The Standard-Times assures National 


‘- - Advertisers RESULTS because it’s 
330 WEST 42nd STREET, NEW YORK 18, N. Y. read by almost EVERYONE in the 
ATLANTA * BOSTON «+ CHICAGO + CLEVELAND « DETROIT *« LOS ANGELES Fourth Largest Market in Massa- 

PHILADELPHIA « PITTSBURGH « SAN FRANCISCO « ST. LOUIS * WASHINGTON chusetts. 


ls 


ulZ 


Deatelec i 


"danse te Eee USS. ee PK ," } ; Q : ae a 3 F -: ‘ i ae eee ig his ‘ utiles saat ; i oe 
Bios so gi = asa ee a ia * “. 2 Sy ‘ of ke ee : ¥ ; © s aa viet ei ‘5: p: a aoe 
=Tos ; , she : : | 
EE 
| 
as wy, ’ Se 
Ae 
ron 
ye 
ate 70a muy a 
* (ashe agency. | 
Ph Wy en 
yrtnng ; ae 
ne 1? ‘yy eo. 4 ; 
“ | ie 
Pap * ONG mt’ <$* 
4 Sanne. 
gr ot MS Fe 
* » ig : Ty 7 
4 Beeps c : 
: Magn ee 
s ¥ 
e veh 
a “gk 
_* " f > 
: Barris 
; pea 7 
f en a ecg 
” Gs ¢ suf - a. 
a * ee AT <n” oo NaS fae. ke 
a hi ys! Mia , \ Ty | = a 
‘ bi oe ons | ts ae 
f Abs J : raga > jgunpenonre pr pee yi : 
ee , 2 ae bal \ Se renasTR’ , eS 
“a mee 
oe Biers 
: + . 
ea ae 
es ee oe 
mt may 
S| “4 ey 
ae 
«if yi . 
ae 
i a ‘a 
is sg aan 
Be hw 
a , | ne 
i = __ _ ae 
a 
a 
> ee | wes EDITIONS * 
aes | av +} < ; it w area a * 
— = each serving its own area. v ve 
| 
| NEW ys Nag | 
Stannara-Cim — 
tan Daily 
fcr by is we NMR RU ) 
¢ . 7° iF j : ‘ si : 
; a ; . : , ee ue: are ct Blain es kl eee <a te PARE SE eee eae m . Le, neta : 3 2 és . meet a, x wil ith: ‘ a 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. 8. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 1! (Del. 1337), 330 W. 42nd St., New 
York 18 (Br. 9-6431); 995 National Press Bldg., Washington 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Frances Jameson, 


Editorial Department: $. R. Bernstein, Editor. Lawrence M. Hughes, Executive 
Editor. Johw 8B. Miller, Managing Editor. Stanley E. Cohen, Washington Editor; 
Murray E. Crain, Emily Hell, Doris Lawton, James McGuinn, Robert Murray, Jr., 
George Biderman, 

Principal Cities. 


Associates. Correspondents in All 


Advertising Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 

Manager Sales and Service. New York: Halsey Darrow, T. K. Worthington, G. A. 

Ahrens. Chicago: O. L. Bruns, Western Advertising Manager; J. F. Johnson. San 

Francisco (4): Simpson-Reilly, Ltd., Russ Bldg., Wm. Blair Smith, Manager. Los 

Angeles (14): Simpson-Reilly, Ltd., Garfield Bldg., Walter S. Reilly, Manager. 
Ft. Lauderdale, Fla.: Eugene A. Smith, 315 S. E. 17th Ave. 


Vol. 17, No. 6 


February II, 1946 


10 Cents a Copy, $2 a Year 


The skilled propagandists of the 
radical labor unions, particularly 
the CIO, have succeeded in con- 
vincing a considerable portion of 
the people that in spite of their 
highly inflationary wage proposals, 
they are bravely standing between 
the public and inflation, repre- 
sented by the distribution of 
wooden nickels instead of money 
with real buying power. 

The CIO boys have taken Ches- 
ter Bowles, the fall guy for all the 
inflationary forces released by the 
government through its own 
fiscal and wage policies, under 
their wing, and have denounced 
business for trying to establish a 
set-up in which costs and prices 
will have some logical relation- 
ship. And at the same time they 
are promoting acceptance of the 
astounding paradox that to give 
the unions a wage increase of 30%, 
even though they may settle for 
15, will head off deflation, but if 
the prices of products are adjusted 
to take account of the increase, 
that’s welcoming the terrible 
scourge of inflation. 

The skilled research experts and 
economists hired by the big labor 
unions, which like any other big 
business are properly equipped 
with professional counsel, have 
likewise taken the position that 
they must now be permitted to 
assist in the proper distribution 
of the fruits of industrial efficiency 
among labor, consumers and stock- 


They're Selling 


Consumers of cigarets, as well 
as business men and the financial 
world, were astounded to learn 
recently that Philip Morris & Co. 
had withdrawn its proposal ‘to 
offer a new issue of securities to 
the public, because of sharp de- 
clines in net profits during No- 
vember and December, thus mak- 


ing necessary a revision of the 
general statements regarding its 
financial position contained in the 
registration statement filed with | 
the SEC. 

Since the company explained | 


too that for January 
. were not too promising, it became 
evident that something important 
has happened to the cigaret busi- 
ness since a few months ago, when 
manufacturers were unable to sup- 
ply the demand, the armed forces 


prospects 


| 


Those Clever Labor Leaders 


holders, the assumption being that 
business has failed in establishing 
any such equitable distribution. 

Here, too, they have some of the 
public swallowing the bait hook, 
line and sinker, in spite of the 
undisputed record which proves 
that during the past thirty years 
that is exactly what has been 
going on. Mass production and 
mass distribution, in which adver- 
tising has played a leading role, 
have increased the dollar wages 
and the real wages of workers, 
have improved quality and low- 
ered prices to the consumer, and 
have maintained profits out of 
which greater investments in mod- 
ern equipment, designed still fur- 
ther to lower production costs, 
have been made possible. That’s 
the American competitive system 
—it works. 

Radical labor leaders get up 
even in meetings of business men 
and state their case, based on these 
distortions of fact and logic, with 
such calm assurance that they are 
seldom challenged. Business seems 
to be too conservative to tell its 
great story of social as well as 
economic service in the terms 
which are needed to expose the 
fallacies of the left wing labor 
group. Somebody should puncture 
them in the interest of public 
understanding of the issues in- 
volved in the tragic labor strife to 
which the country is now being 
unnecessarily subjected. 


Cigarets Again 


available supplies, and consumers 
were hoarding as many packages 
of all brands as possible. 

The restoration of something 
approaching normal conditions in 
the industry evidently has dis- 
closed, experts tell us, that much 
of the demand during the short- 
age was artificial, based on the 
elrorts of consumers, as well as 
the trade, to accumulate a supply. 
Now that the public knows that 
cigarets are available, the buying 
urge has disappeared, and normal 
purchases are made in line with 
current consumption. The result | 
has been a painful awakening on 
the part of the manufacturers. 

Many other industries have 


shortages, apparent or real, today. 
How long will it be before these 
manufacturers, to0o, will have to 


were taking a large part of the | start selling again? 


—tLichty, Chicago Times 


“| see three years as a bombardier didn't improve our paper boy's aim!" 


Crackin’ Good Copy 

It would be interesting to know 
what kind of readership was 
chalked up by this ad, which 
jumped into the food pages of 
newspapers when the rash of 
strike copy was at its height. The 


WHY? 


About tee years age Crackin’ Goad Crackers were first intro 


dured vo Chveage. Almost at once they became | hicago's foxes 
growing crackers. and they still are Thy? 


WOMEN WILL TELL YOU WHY 


GET THE REAL FACTS 
Creckin Good Creckers are eo dufferrot bevauce they re entre 


thin, made with extre shorieming for cxtre crispaese and Mevor 
and count baked 10 say tres 


| LET YOUR FAMILY DECIDE 


ad, extolling the virtues of Crack- 
in’ Good crackers, in Case your 
magnifying glass isn’t handy, fol- 
lowed the labor-management style 
precisely, and stuck out like a sore 
thumb framed, as it was, by the 
massive blacks which seem to be 
considered obligatory by food ad- 
vertisers. It was quick action on 
the part of the baker, all right, and 
to this department, at least, proved 
to be a stopper. 


Legibility Factor 

Your Ad-libber has no business 
making nasty cracks at the fine 
organizations which display their 
wares in the advertising columns 
of this family journal, and there- 
by pay his salary, but... 

We still think the first and all- 
important function of type is to be 
read, 


and therefore we raise our | 
puny voice in the great big wilder- | 
ness to decry the American Type | 


belief that type should be solidly 
spanked and put to bed without its 
supper when its mood takes such 
a surprising turn as to render it 
more or less puzzling to the reader. 
And nothing anybody can do is 
ever going to make us enjoy read- 
ing a headline that starts at the 
lower left-hand serif of a cap F 
and moves surprisingly around the 
corner. 


Cartoon Comedy 

H. W. Roden, president of Amer- 
ican Home Foods, calls our atten- 
tion to cartoonists “with but a 
single thought,” and submits two 
cartoons for our “Department of 
Strange Coincidence.” In the Dec. 
22 issue of The New Yorker, a car- 
toon captioned “Now, if you’ll just 
step this way please,” showed a 
salesman politely pointing to a 
shower for a customer in an ob- 
viously over-large suit. A ditto 
cartoon appeared in the Dec. 22 
issue of The Saturday Evening 
Post, with caption changed to “Al- 
terations are included in the price 
—just step this way.” 


Jottings 

That G. I. ad training deal ex- 
plained by AA in its Jan. 14 issue 
has been put in effect by two Ro- 
chester, N. Y., agencies. Hart- 
Conway Company will train three 
junior accountants and two artists, 
and Charles L. Rumrill & Co. will 
train an ad man. The deal, calling 
for on-the-job training with G.I. 
educational benefits, has to be ap- 
proved by the appropriate state 
agency in each state... 

Indianapolis Star has developed 
an individually printed paster for 
use in merchandising national ad- 
vertising to important local out- 
lets. For instance, when a Kellogg 
cereal ad appears on Page 5, sales 
managers of the big chain stores 
and important wholesale grocers 
will find a copy of the issue on 
their desk, with a printed paster, 
personalized with the name of the 


Founders ad in our Feb. 4 issue,| recipient, calling attention to the 


because the signature and head- 
line run up and down the page, 
while the rest of the type makes a 
reasonably good effort to read from 
left to right, as is customary. 
ATF is talking about 


fact that “there is special interest 
for you on Page 5.”.. 
Kabo Corset Company is defi- 


|nitely out to impress the younger | 
|set with copy addressed specific- 
“type’s| ally to teen-agers. 
moods,” which naturally gives it! clude 
some license to have its specimens | “angel 


Headlines in- 
such charming tidbits as 
cake” (teen-talk for 


| “47 
wander around somewhat, but we/“lovely’) and “date bait” (teen- 


|have yet to overcome our childish’ talk for “date bait’)... 
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The following documents may 
be secured without charge from 


companies sponsoring them, o, 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap. 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, IIl. 


No. 2610. Grocery Products Sales 
in the Pittsburgh Market. 

Three maps indicating grocery 
products distribution in the Pitts- 
burgh area highlight this folder, 
issued by the Pittsburgh Press. One 
shows the territory covered by 
wholesale grocers, the second, 
chain store locations controlled by 
Pittsburgh, and the third, the groc- 
ery products marketing area, 
wholesale and retail combined. A 
table provides market facts, by 
state and county, about the Pitts- 
burgh food area. 


No. 2611. Institute of Transit Ad- 
vertising. 

This booklet has been issued by 
the Institute of Transit Advertis- 
ing, Chicago, to acquaint adver- 
tisers, agencies and transit opera- 
tors with the history of this or- 
ganization, its purpose, member- 
ship and operation. The institute's 
survey technique is described, and 


| several case histories of purchases 


of nationally advertised brands by 
“riders” are shown. 


No. 2612. Soundings. 

Newsweek has issued this report 
of a readership survey made by a 
U. S. Navy pharmacist’s mate as 
part of a course in advanced mar- 
ket research offered by the Armed 
Forces Institute. The report shows 
which of the crew in each age 
group read Newsweek, per cent of 
readers in each classification of 
service length, and other informa- 
tion. 


No. 2589. 
Market. 
Hoard’s Dairyman has issued 
this circulation study, which is 
based on an analysis of special 
tabulations of the Bureau of the 
Census, Department of Commerce. 
Comparisons are made between 
Hoard’s Dairyman subscribers and 
their nearest neighbor non-sub- 
scribers, and with the average of 
U. S. farmers. 


Cream of the Farm 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers. An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2576. You Can Get Space in 
Newspapers. 

This reference book for buyet 
of newspaper space was prepared 
by a group of newspaper repre- 
|sentatives who are members of 
the American Association 0 
Newspaper Representatives. Tab- 
ulations of circulations and rate 
for a list of markets show ‘he 
space buyer newspapers that are 
available to him in the event be 
cannot get space in major news 
paper units of the market. 


|No. 2599. 1946 Calendar of I x- 
piration Dates. 

The Katz Agency has publishe 
this calendar, helpful to time buy- 
ers and sellers, which shows a’ 3 
glance the date of the last broad- 
cast of any schedule of 13, 26, 39 
or 52 weeks. 
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DONT GET CAUGHT 


Leaders of America’s sales forces know 
there’s only one way to maintain high 
national income and provide millions of 
new jobs. 


Every industry and every company must 
dig deeper for sales than ever 
before in history. 


Whether or not an advertiser buys 
national coverage is beside the point. 
The vital requirement is intensive 
development of whatever markets are 
covered. Knowing that median family 
income doubled from 1940 to 1944, who 
can afford to concentrate on the upper 
half? Media must penetrate the lowest 
level at which profitable sales can be 
made. And that means way down deep 
...market by market. There’s no 


CAbetfo 4%, deop 


other way to produce maximum 
over-all results. 


parade fits into this picture 
perfectly. Blanketing every buying 
level in 16 key markets, parade 
exerts maximum impact on over 
2,250,000 families. Edited like a 
motion picture in print, parade 
achieves leadership in readership at 
lowest effective cost. Advertising 
thrives on this interest . . . gets 

a flying start to plus volume. 
parade belongs in your plans 

for intensive postwar sales. 


Write parade, 405 Lexington Avenue, New York 17, N. Y.; 135 

South La Salle St., Chicago 3; 3975 Penobscot Building, Detroit 26; 
West Coast Representatives: Keenan & Eickelberg, 235 Montgomery 
Street, San Francisco 4; 411 West 5th Street, Los Angeles 13. 
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Do Strikes Affect 
Sales? Statistics 
Don't Show It-Yet 


Chicago, Feb. 5.—To judge by 
the latest statistics on retail sales, 
what this nation’s economy needs 
is a lot more strikes, shortage of 
materials and pricing trouble. 

The Federal Reserve districts, 
in preliminary reports on depart- 
ment store sales for the four weeks 
of January, indicate that sales in 
this period were up 11% over the 
January, 1945, figure. For the 
week ended Jan. 26, sales were 
17% above sales in the corre- 
sponding week last year, when 
strikes and pricing problems were 
nothing as compared with the 


present. And current sales are 
now about 75% ahead of 1939 
sales. 


The Federal Reserve figures 
show that retail sales in some 
strike-affected cities, including 
Pittsburgh, Detroit and East St. 
Louis, Ill., are below sales made 
a year ago, but just the reverse 
is shown for other strike-affected 
cities like Stamford and Bridge- 
port, Conn., Rockford, Ill., and 
St. Louis. 

Not much more help is afforded 
statistical sharks by publication 
here of figures on sales of pre- 
paid sales tax receipts. Ohio is 
the only state in the Union to 
issue weekly reports on sales tax 
collections; and latest figures show 
that in Cuyahoga County (Cleve- 
land), home of the strike-bound 
Cleveland newspapers, prepaid tax 
receipts during the week ended 
Jan. 19 amounted to $257,975, an 
8.2% gain over sales in the cor- 
responding week of 1945. While 
this appears to be a satisfactory 
gain, earlier reports indicating a 
12.1% increase for the first three 
weeks of January suggest that ab- 
sence of newspapers since Jan. 4 
may be tending to reduce retail 
volume. 

In Hamilton County (Cincin- 
nati), there has been a tremen- 
dous splurge of buying, judging 
from the same index. Sales tax 
receipts in the week ending Jan. 
19 were 55.4% above the °45 
period. But Franklin County 
(Columbus) shows a decline of 
8.2% for the same week. 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


165 Church Street, N.Y.C. 7, N.Y. 


BArclay 7-5371 


Resumes Import Line Ads 


Schenley Import Corporation, 
New York, is resuming imported 
liquor advertising with a cam- 
paign for Cherry Heering in 
Gourmet, Esquire and The New 
Yorker. Carioca rum advertising 
in class magazines and Life will 
start in April. The Dubonnet 70- 
line preferred position newspaper 
series also will probably be re- 


sumed in April. Agencies are 
Kleppner Company for Cherry 
Heering; BBDO for Dubonnet; 


Peck Advertising for Carioca. 


KXLR to Mutual 


KXLR, Little Rock, Ark., will 
start operations March 15, at the 
same time joining Mutual, Broad- 
casting System as its 288th affil- 
iate. To be managed by Philip G. 
Back, KXLR will operate on 250 
watts, 1450 kc. 


Fiberglas Uses 
Necktie to Boost 


Insulation Sales 

Toledo, O., Feb. 5.— Owens- 
Corning Fiberglas Corporation, 
now engaged in a campaign to 
consumers designed to boost sales 
of major appliances containing 
Fiberglas insulation, is promoting 
its insulating material with an- 
other of the more than 100 glass 
fiber products it makes. 

J. R. McCord, manager of ap- 
pliance sales for the company, has 
begun sending, to each manufac- 
turer of a home appliance em- 
bodying Fiberglas insulation, a 
necktie made of Fiberglas yarn 
and rayon and especially designed 
for the home appliance industry— 


Advertising Age, February 11, 


picturing various 
ances. 

The necktie, Mr. McCord ex- 
plains to manufacturers, “is part 
of the national advertising and 
promotion program, ‘Some Things 
to Remember,’ which Fiberglas is 
currently running in national 
magazines. You’ll hear more about 
it later.” 

With each necktie, an accom- 
panying booklet is sent showing 
the advantages of using Fiberglas 
insulation in appliances. 


major appli- 


‘ ’ . 
Photoplay’ Appoints 

Mrs. Frances Archdeacon, for- 
merly advertising manager of B. F. 
Dewees, Philadelphia department 
store, has been appointed fashion 
merchandising manager of Photo- 
play, published by Macfadden 
Publications, Inc., New York. 
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Stone to Pedlar & Ryar 


Harold R. Stone, for three year, 
in Washington with OWI and the 
Treasury Department, has joineg 
Pedlar & Ryan, New York, in ay 
executive capacity to work o) 
agency accounts. Mr. Stone vas 
deputy domestic director at Ow] 
and most recently was assisian; 
national director of war finance 
with the Treasury, working op 
war and Victory loan drives. Be. 
fore beginning his government 
service in 1942, he was with Pa. 
cific National Advertising Agency 
in Portland and Seattle. 


Sparkletts Appoints 

Garfield & Guild, Los Angele 
and San Francisco agency, ha; 
been appointed to handle the ac. 
count of the Sparkletts Drinking 
Water Corporation, Los Angeles. 
and its subsidiary, Sparkeeta-Up 
Beverage Company. 


cation processes... . 
needed for these activities . . 
tion, prices, and developments pertinent to metalworking. 
Every division of the industry is covered . . 
specialized executive interest. 
ticity of this material is accepted without question by 
metalworking men everywhere. 


EDITORIAL BREADTH 
Another Great IRON AGE 


Point of Distinction! 


ree Technical material about metals and all the various fabri- 
» about the machinery and equipment 
. plus news, trends, legisla- 


. and every 
The quality and authen- 
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Names Morency V. P. 


Paul W. Morency, general man- 
ager of WTIC, Hartford, Conn., 

nce 1929, has been appointed a 

ice-president of Travelers Broad- 
casting Service Corporation. He 
erved for a time as assistant sec- 
retary and more recently as secre- 

ry of the corporation, which 
wns WTIC. 

Mr. Morency has been manager 
of field service with the National 
Association of Broadcasters, of 
which he is a director and mem- 
ber of the executive and various 
other committees. 


Revlon Ups Miss Foster 


Pauline Foster, sales executive 
for nine years with Revlon Prod- 
ucts Corporation, New York, has 
been appointed sales manager of 
the Revlon department store divi- 
sion. 


Drug Store Sales 
Rise 3.6% in “45 


Philadelphia, Feb. 6. — Drug 
stores in 1945 rang up total sales 
of at least $2,914.000.009. 367” 
more than the $2,812,000,000 of 
1944 and 86.4% over the $1,563,- 
000,000 of 1939, according to an 
estimate by Drug Topics. 

The report estimates that inde- 
pendent drug stores accounted for 
three-fourths of the volume, with 
the one-fourth handled by chains 
amounting to $705,500,000. 


The report of 1945 sales, which 
is a preliminary calculation based 
chiefly on statements by a cross- 
section of druggists, indicates that 
sales by independents increased 
more than five times as much as 


did chain sales. The independents’ 
volume increased 4.4% over ’44, 
compared with an increase by the 
chain drug stores of 0.81% for the 
year. 


Nourse to Dorland 


Robert L. Nourse Jr., former 
vice-president of the Essig Com- 
pany, Los Angeles, where he 
handled the Douglas Aircraft ac- 
count, has joined Dorland Inter- 
national-Pettingell & Fenton, New 
York, as an account executive and 
a member of the plans board. He 
was previously Pacific Coast man- 
ager of Ruthrauff & Ryan. 


Livingston Joins WBBM 

Robert Livingston, formerly 
sales manager of WDZ, Tuscola, 
Ill., has joined the sales staff of 
WBB\MM, Chicago. 


News Digest for Press 
Seeks Advertising 


For Release, four-months-old ad- 
less news digest circulated to edi- 


torial and advertising departments | 


of small town weekly and daily 
newspapers, will seek advertising, 


announces H. A. Inness Brown, | 
Brown is_ also) 


publisher. Mr. 
publisher of Beverage Times, Gas- 
oline Retailer and Oil Jobber. 

The paper is published weekly 
by a staff of veterans. The com- 
bined paid and controlled circula- 
tion totals 10,000. 


Oxford-Pyke Names Katz 

Oxford-Pyke, Inc., New York, 
has appointed the New York office 
of Joseph Katz Company, Balti- 
more, to handle a national maga- 
zine and radio advertising cam- 
paign promoting the Lord Oxford 
cigaret lighter. 


A market of $486,200,000 for first full post- 
war year estimated by C.E.D.! Put IRON AGE 


power—greatest influence on the metalworking 
industry — behind your selling efforts NOW! 


100 East 42nd Street 


The metalworking industry is actually a long 
list of separate industries — such as manufac- 
turers of railroad equipment, automobiles, 
communication systems, electrical appliances, 
farm machinery, aircraft — all of whom are 
engaged in one way or another with “‘manu- 
facturing with metal.” 

They form the half-billion dollar market for 
wire, nails, nuts, bolts, and screw machine 
products. And they are avidly interested in 
all phases of metalworking that concern their 
own particular business. That is exactly why 
The Iron Age carries such weight . . . for it 
has been almost literally the spokesman for 


the metalworking industry for over 90 years. 

Iron Age editorial breadth gives them in- 
formation they want when they want it... 
keeps management, purchasing, and produc- 
tion up to date on new ideas and developments 
concerning every phase of metalworking. 

That is why over 1,000 advertisers who have a 
product or service to sell the metalworking 
industry place more pages of advertising in 
The Iron Age than are carried by any other 
publication. They know it pays. 

Let The Iron Age help you get your share 
of the buying boom that is gathering momen- 
tum right now. 


REPRESENTATIVES 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


Cleveland 14 
Main 0988 


R. M. GIBBS Cc. H. OBER 


814 Park Building 
Pittsburgh 22 
Atlantic 1832 


100 E. 42d Street 
New York 17 


ROBERT F. BLAIR 
1016 Guardian Building 


H. E. LEONARD 


Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woodward Ave. 
Detroit 2 
Trinity 1-3120 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


R. RAYMOND KAY 


2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


D. C. WARREN 


P. O. Box 81 
Hartford 1 
Hartford 3-1641 


THE IRON AGE %& 


METALWORKING HEADQUARTERS 


A Chilton @ Publication 


New York 17, N. Y. 
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Goodyear 
Plans *4,000,000 
Development 


in Akron 


You can be sure of one thing: 
Akron is going to remain the 
“rubber research center’ of 
the world. 


Millions of dollars have been 
invested in research labora- 
tories and equipment in Akron, 
and recently Goodyear Tire 
and Rubber Company an- 
nounced a $4,000,000 industrial 
building program. Of this 
amount, $3,000,000 is to be 
spent for a new plastics proc- 
essing laboratory and plant 
and $1,000,000 for a new chem- 
ical products development lab- 
oratory. 


Altogether, six major labora- 
tories are now operating in 
Akron. This is a field that will 
continue to grow in years to 
come, for when research stops, 
progress stops. 


This natural development 
from the birthplace of the 
rubber manufacturing in- 
dustry is another reason 
why Akron is a rich, free- 
spending market. A mar- 
ket to top your list of 
sales promotions. 
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i BEACON : 


JOHN S. KNIGHT, publisher 
Represented by: 
STORY, BROOKS & FINLEY 


New York Philadelphia Chicago 
Cleveland Los Angeles Atlanta 
ap NEWSPAPERS 
Ui ARE THE 
ADVERTISING MEDIUM 
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Printing Industry 
Needs 75,000 Men, 
Survey Reveals 


Washington, Feb. 5.— Printing 
Industry of America, Inc., national 
association of the commercial 
printing industry, has completed a 
manpower survey of its member- 
ship which shows that PIA mem- 
bers need 20,250 new workers at 
the present time and the industry 
as a whole needs approximately 
75,000 printing workers. 

James F, Newcomb, president, 
in reporting to the membership 
stated that the survey figures are 
very conservative. The survey 
revealed that PIA members alone 
need 4,260 workers in the com- 
posing room, 5,260 in the press 
room, 4,680 in the bindery, 1,110 
in offset and lithography, 1,430 
office employes, 120 sales manag- 
ers and 1,230 salesmen. 

Mr. Newcomb cited Department 
of Commerce estimates showing 
that the industry is employing 


only 5.4% more workers than in 
1939 but its payrolls are 66.9% 
higher. 


“Even considering wage in- 
creases, which have been substan- 
tial,’ Mr. Newcomb said, “this 
means that the printing industry 
is Operating on an overtime basis 
throughout the country.” He stated 
that a comprehensive national 
campaign will be launched within 
the next two weeks to encourage 
veterans to take up apprentice- 
ship in the printing industry under 
the G. I. bill. 

Recruiting and training pro- 
grams for veterans are already 
under way in several major cities, 
according to Mr. Newcomb. 


‘Redbook’ Changes 


Redbook has transferred its ac- 
count from Grant Advertising, 
Inc., to Anderson, Davis & Platte, 
Inc., New York, effective March 
31. A new state-by-state analysis 
of Redbook family buying power 
will be the basis of a campaign 
in business papers and general 
magazines which will be launched 
in April. 


Agency Appoints Carlson 


Milton V. Carlson, previously 
account executive with Don Lee 
Mutual Broadcasting System, Hol- 
lywood, has been appointed vice- 
president of Western Advertising 
Agency, Los Angeles. Mr. Carlson 
will be responsible for the agency’s 
radio advertising campaigns for 
the motion picture industry. 


Names Gassaway, Mark 


Duriron Company, Dayton, man- 
ufacturer of corrosion resistant 
castings and equipment, has trans- 
ferred the handling of its adver- 
tising to its New York office. 
Gassaway, Mark & Co., New York, 
has been named as its agency, 
effective April 1. Business papers, 
catalogs and direct mail will be 
used. 


Cairns Moves Offices 


John A. Cairns & Co., New York, 
has moved its executive, public 
relations, media and bookkeeping 
departments to the Guardian Life 
Insurance building, 207 Fourth 
Ave. The account executives’ and 
production departments will re- 
main at 45 E. 17th St. 
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RCA Victor Appoints 
Three to Staff 


John C. Marden has been named 
assistant advertising manager and 
sales promotion manager of the 
RCA Victor home instruments de- 
partment, Camden, N. J., and Wil- 
liam H. Tindall and Frank Schmitt 
have been named staff assistants. 

Mr. Marden, who was product 
manager for the Radiola line be- 
fore the war and who served as 
a procurement official in Washing- 
ton for RCA during the past four 
years, will have charge of mer- 
chandising advertising, point-of- 
sale advertising and sales promo- 
tion. Mr. Tindall was formerly 
with Paul Block & Associates, New 
York, and the Philadelphia Eve- 
ning Ledger, and Mr. Schmitt was 
formerly sales promotion manager 
of Krich-Radisco, Inc., RCA Vic- 
tor distributor in Newark. 


Vith CBS 20 Years 


Station KMBC, Kansas City, 
Mo., has signed a new contract 
with the Columbia Broadcasting 
System into June 1948, marking 
the 20th year of affiliation of the 
station and network. 


- ‘ 


The President of the First National Bank of Clifton, Kansas 


Says The very best farmers 


in our community 


read it” 


@ To the First National Bank of Clifton, Kansas— 
a typical farming community—come the farmers 
within its trading radius. They drop in at the bank 
to discuss their business— make or pay loans—and 
make their deposits. 


L. M. Pfister, president of the Clifton bank, exam- 
ined the subscription list of Capper’s Farmer and 
discovered that the men whom he considered the 
best farmers around Clifton were readers of 


Capper’s Farmer. 


These Capper’s Farmer readers are producers. 
They farm for a living! There are some 1,250,000 


of them located 


in the rich farmlands of mid- 


America. They read Capper’s Farmer because they 
know it helps them make more money from their 
crops and livestock. 


CAP 


RCUWLA Voy 


29 


FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


Sees 250,000 
Television Sets 
Ready in 1946 


New York, Feb. 5.— The fir:t 
quarter million television sets wi'| 
be distributed before the end cf 
1946, according to J. R. Poppel:, 
vice-president and secretary cf 
the Bamberger Broadcasting Ser, - 
ice and president of the Television 
Broadcasters Association. 

“Thus we may assume that the 
first impact of television competi- 
tion on existing media will be felt 
either late this year or early in 
1947,” he told a luncheon meeting 
of the American Marketing As- 
sociation, 

Mr. Poppele said that television 
does not threaten the existence of 
current advertising media. “Tele- 
vision will operate in a realm of 
its own, providing a unique form 
of entertainment to millions of 
people, and will help create new 
wealth for the nation,” he said. 


Recalls Early Radio Days 


“Being a pioneer in the radio 
business, I remember quite wel] 
the trepidation and carpet-chew- 
ing that went on among news- 
paper publishers and magazine ty- 
coons when radio caught on as a 
commercial art during the middle 
1920s,” Mr. Poppele_ declared. 
“Have you seen the circulation 
figure of our leading dailies and 
weekly or monthly magazines 
lately? Radio is 25 years old and 
still the circulation of magazines 
and newspapers just grow and 
grow and grow.” 

Mr. Poppele said that in his 
opinion the movie industry stands 
to fare a lot better with television 
than radio. “The film industry can 
compete directly with the home 
broadcaster by installing theater 
television equipment and with its 
established wealth get a corner on 


many major events that lend 
themselves to television,’ Mr. 
Poppele pointed out. 

“Ask Mike Jacobs what he 


thinks about theater television as 
a second outlet for his major box- 
ing events and his smile stretches 
from one ear to another.” 


Clement Expands 


J. W. Clement Company, Buf- 
falo, N. Y., printer, has purchased 
the C & B Terminal building in 
Buffalo, in which it will install fa- 
cilities for printing publications. 


Drug Stores Appoint 

The Cleveland office of Koehl, 
Landis & Landan, Inc., has been 
appointed to handle advertising of 
Kreis Operated Drug Stores in 
Ohio. 


Appoints McDonald 

Rod McDonald, previously wi! 
Wank and Wank, San Francisc, 
has joined Botsford, Constantine & 
Gardner, San Francisco, as spae 
buyer and office manager. 


ELEMENTARY 


Oil in the ground keeps a specialized grou} 
of petroleum people busy getting it out . 
produced, in other words. The O11 WEEKLY 
is specialized for this group of producers 

Oil that goes to market in a variety of 
guises keeps another specialized group of 
petroleum people busy getting it processed 

. in short, refined. PerroteumM REFINER 
is specialized for this group of refiners. 

If you are looking for top coverage of 
either of these world-wide groups, study 
carefully paragraph 10 of all the ABC 
statements in the oil field. 


The Gulf Publishing Company 
Houston New York 
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comes to the colorful Sunday 


TIMES-PICAYUNE 
NEW ORLEANS STATES 


On Sunday May 5, 1946, The Times- 
Picayune New Orleans States will publish 
the first issue of a brilliant new Sunday 
Magazine Section printed in rich color- 
gravure. Here at last is the perfect 
medium for your advertising. 32 to 64 
pages in full color, spot color, duotone 
and monotone. Intense local interest 
stimulated by a background of fabulous 
New Orleans reaching over a quarter of 
a million able-to-buy Families. Your ad- 
vertising in the new Times-Picayune New 
Orleans States Sunday Magazine Section 
will make a fast and lasting impression in 
94°%, of New Orleans homes and offers 
you the only complete magazine cover- 
age of the prosperous New Orleans 
market. Write direct or to our represent- 
atives for full details. 


Circulation a 
Quarter 


of a Million 
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Hibbard Readies 
Program fo Slash 
Distribution Cost 


New-Type Plant 
Plays Huge Part 
in 4-Point Plan 


BY ROBERT MURRAY JR. 


Chicago, Feb. 5.— One of the 
most far-reaching plans yet re- 
vealed by a company to attack the 
problem of distribution costs has 
been detailed to ADVERTISING AGE 
by C. J. Whip- 
ple, president of 
the 91-year-old 
Hibbard, Spen- 
cer, Bartlett & 
Co., giant hard- 
ware whole- 
saler. 

As do sO many 
other business 
executives, Mr. 
Whipple voiced 
intense opposi- 
tion to OPA practices and asserted 
that OPA mistakes currently con- 
stitute the wholesaler’s No. 1 
problem. Aside from this, how- 
ever, he indicated that the think- 
ing that has gone into Hibbard 
plans by no means falls within 
customary business patterns. 

A four-point program, the Hib- 
bard plan lies outside usual post- 
war planning, which, whether that 
of manufacturers, trade groups, 
economists or others, is based on 
the idea that the production prob- 
lem has been solved and what the 
nation as a whole and individual 
companies now need to do is 
to stimulate demand by increasing 
the advertising budget, building 
sales staffs and increasing the 
quantity and quality of outlets. 


Greater Efficiency Sought 


In the Hibbard planning, the em- 
phasis is partly of an inside engi- 
neering nature, and in part is 
aimed at improving the operating 
efficiency of Hibbard suppliers and 
customers. 

Key points of the plan, Mr. 
Whipple asserted, are: 1. a drag- 
line conveyor system for handling 
orders in the 1,000x700-foot mostly 
single-story plant it will build in 
Evanston, Ill.; 2. promoting the 
economy of heavier “line buying” 
by retailers; 3. concentration of 
Hibbard’s purchasing among man- 
ufacturers who engage in single- 
line production, and 4. drastic re- 
duction of the number of items 
carried in its catalog. 

The greatest cost economies are 


C. J. Whipple 


h of 


N MS. “il = 


cago Photo-engra@ 


expected to result from construc- 
tion this year or next of the 
Evanston warehouse. Hibbard cur- 
rently stores its wares in fairly 
large buildings taken over during 
the war, following lease by the 
Army of the 14-story structure 
built here by Hibbard in 1926, the 
year Mr. Whipple became presi- 
dent. 


Space Loss Reduced 


The proposed $3,000,000 build- 
ing will contain 750,000 feet of 
floor space, by far the greatest part 
of which will be used to store and 
handle merchandise. Architects 
explain that about 12% of the 
total space in its Chicago building 
is used for exterior walls, col- 
umns, stairwells and elevator 
shafts. The space loss in the new 
building will be only 14%%, for 
elevators, stairs and much wall 
space are eliminated except for a 
small two-story office section 
which will house a 750-seat audi- 
torium with stage for business 
uses, a cafeteria, display rooms 
and general offices. 


Other wholesalers, particularly 
in the food business, have built 
single-story structures to speed up 
handling of merchandise, in some 
instances by assembly-line order 
filling. Hibbard expects to im- 
prove on previous wholesaling ex- 
perience of this nature in two 
principal ways. 


Trades Enter Plant 


First, the design provides that 
two railroad tracks be built into 
the plant from a siding, allowing 
for carlot receipts of individual 
items at exact point where storage 
is desired on the floor. Second, 
footwork (or roller skating) and 
much paper work will be elimi- 
nated by stationing order clerks 
all along the mile-long route along 
which trucks—one for each order 
—will be pulled by conveyor belt. 

Mr. Whipple believes cost sav- 
ings over past material-handling 
operations may amount eventually 
to as much as 50%, although he is 
careful to point out that it is not 
yet possible to predict closely what 
the new plant will permit in the 


way of savings. 

Another point in the Hibbard 
program will be to increase the 
size of order any retailer places 
for any One item. This is a prob- 
lem of educating retailers in more 
efficient methods of merchandising, 
and Hibbard. has been hard at 
work on it ever since Mr. Whipple 
became head of the company. He 
points out that it costs his com- 
pany just as much to handle an 
order for a dozen hammers as it 
does to handle twice that many, 
a point obvious to any wholesaler 
but particularly vexing in the 
hardware field. 

It is pointed out that despite the 
growth of large chains of stores 
like those of mail order houses, 
tire companies and others, hard- 
ware merchants continue out-of- 
date buying habits, either through 
friendship with manufacturers’ 
representatives, through the mis- 
taken notion that one or more of 
hundreds of slow-moving hard- 
ware items must be stocked or 
through the desire to make a small 
profit on items of such low value 
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that they are actually not prof t- 
able to handle in view of space, 
time and effort wasted. 


40% of Items Obsolete 


Hibbard’s attempts to impro 
customers’ merchandising hab ts 
are carried out to a large extent 
through its 250-man sales fore. 
The company’s own “laborator ,)” 
experience in operating eight re- 
tail stores indicates that, on tie 
average, about 40% of items han- 
dled by retail hardware merchar ts 
are obsolete and unsalable. (Hi)- 
bard’s plans to acquire or build 
another dozen stores this year 
have been abandoned in the face 
of construction difficulties.) 

The chief effort to induce deal- 
ers to order more goods, line per 
line on order forms, will, however, 
be attempted by limiting the num- 
ber of Hibbard items to about 15.- 
000, which will be about 70% less 
than the number customarily car- 
ried before the war. 

Careful investigation of sales 
has indicated to the company that 
most of its past business has been 
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andled on comparatively few 
ems. By eliminating slow-mov- 
ig items, the company can reduce 
ivestment, space, handling, paper 
nd other costs. Mr. Whipple is 
onvinced that the elimination will 
erely divert business to its re- 
iaining lines, particularly in cases 
vyhere it merely eliminates vari- 
us sizes:of hammers, nails and 
other articles. As one example, it 
s discontinuing to sell five-penny, 
seven-penny and other odd-num- 
ber sizes of nails, because of the 
negligible difference in size be- 
tween four and five-penny nails. 


Special Sales Planned 


Tied in with this is a plan to 
sell packages of slow - moving 
items to retailers at a cost which 
will permit both Hibbard and the 
retailer to realize a profit. The 
company also will seek to induce 
retailers to buy in single classes 
or lines of merchandise—that is, 
to order only tools, only house- 
wares or some other group of re- 
lated articles at one time. 

Mr. Whipple emphasized that 


the new plans will provide for 
continued dealer aids and services. 
The company’s extensive dealer 
cooperative ad budget will continue 
at 1% of its sales volume, a higher 
rate than is attributed to any 
other large wholesaler in this field. 

Another important point on the 
program is greater reliance on 
suppliers engaged in production of 
only a few items. Mr. Whipple 
emphatically believes the war- 
time experience of many manu- 
facturers has led them to realize 
that profits can be greatly in- 
creased by concentration on single 
items. He says that some manu- 
facturers, who formerly made a 
number of lines ranging from -low 
to fairly high in price, discovered 
that by concentrating their activity 
they could turn out the highest- 
price item for less than they for- 
merly made their cheapest item, 
and at more profit. 


Single-Line Production 


Hibbard is in contact currently 
with 4,000 makers of tools, house- 
wares, paint, furniture, motors, 


cutlery and other merchandise, 
and is interested chiefly in locat- 
ing manufacturers who, during the 
war, learned of the possibilities in 
single-line production and plan to 
limit their line in the future. 

The program as a whole, there- 
fore, is expected to lead to in- 
creased sales and profits not only 
by Hibbard but also by independ- 
ent hardware stores and numerous 
large and small manufacturers. 
Department stores, chain stores, 
makers of nationally advertised 
products—particularly those who 
sell high price, high margin goods 
to franchised dealers— and other 
competitors thus may neéd to re- 
double their postwar advertising 
and selling efforts to make any in- 
roads on the hardware and allied 
lines sales volume. 


Appoints Anfenger 

Baby Touch Hair Remover 
Company has placed its account 
with Anfenger Advertising Agency, 
St. Louis. Newspaper rotogravure 
— and magazines are sched- 
uled. 


Gelula Adds Four; 
Gets Local Accounts 


Abner J. Gelula & Associates, 
Philadelphia, has added four mem- 
bers to its staff: Daniel Gurst, 
formerly with Gimbel Brothers, as 
account executive; Harold Molin, 
with N. W. Ayer & Son for 10 
years, as production manager; Ed- 
ward Elwart, formerly advertising 
manager of Standard Oil of New 
Jersey, account executive, and 
John Lawler, formerly with the 
public relations staff of the local 
WPB office. 

The agency has added six Phila- 
delphia accounts, as well as that 
of J. W. Rex Company, Lansdale, 
Pa., heat treaters. 


Heffernan in Ad Post 


John J. Heffernan, formerly in 
charge of space sales for Modern 
Miss, and recently with the Army 
Medical Corps, has joined Lake- 
side Publishing Company, New 
York, publisher of Practical Home 
Economics and Trained Nurse & 
Hospital Review, as eastern adver- 
tising manager of both publica- 
tions. 
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This advertisement launches a crusade — a crusade to make the home come first. 


House Beautiful is Spons 


/ 
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oring the crusade. 


belly’ YOU? Business 


on the theme, “Better your home, better your Living,” 1000-line newspaper 


vertisements like this, will be run regularly in 16 major cities from coast to coast 


/ (total circulation over 5,500,000). 


7 
# 


The theme, “Better your home, better your Living” is supported by the full editorial 


force of House Beautiful. Each month page after page of our magazine will give vitality 


and weight to it. 
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So whether you’re a manufacturer, a retailer or an advertising agent, we 


urge you to join this crusade — to use our basic idea, our slogan, or any 


variation that appeals to you — to put warmth and emotion and weight 


behind your own concept of the importance of the home. 


NOUS BEAUTIEL 


NEW YORK 22, ¥.Y. 
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Madison Avenue, 


Senator's Aide 
Says Road Ad Ban 
Not ‘Radical’ 


Albany, N. Y., Feb. 5.—‘“Bill- 
boards are in a class by them- 
selves, because they use public 
highways,” William Davidson, sec- 
retary to Senator Thomas C. Des- 
mond, told ADVERTISING AGE in 
denying that there is anything 
“radical” in the legislative attempt 
to control such signs along New 
York state highways. 

Mr. Davidson emphasized that 
the senator, in sponsoring the anti- 
sign measure, had “no idea of pav- 
ing the way for control of adver- 
tising.” As reported recently, 
(AA, Jan. 28), advertising men in 
Albany branded the legislation 
censorious, declaring, “It may pos- 
sibly lead to licensing of all ad- 
vertising.”’ 

The senator’s secretary said that 
this criticism was not pertinent, 
because “billboards are in a class 
by themselves.” As proof that 
state control of highway advertis- 
ing is not “radical,” Mr. Davidson 
pointed out that it had been advo- 
cated by a number of governors, 
including the late Alfred E. Smith, 
Herbert H. Lehman and Thomas 
E. Dewey. The senator has a 
reputation for sponsoring “model” 
legislation, drafted after studies by 
research men whom he employs, 
Mr. Davidson added. 

Developing the “uniqueness” of 
highway signs, Mr. Davidson 
pointed to a recent Vermont su- 
preme court decision which found 
that “billboards are not so much 
the use of private property as of 
public highways.” Vermont is in 
the forefront of states “protecting” 
its scenic highways, he said. 

Supporting the Desmond bill are 
the New York State Chamber of 
Commerce, New York Automobile 
Association, New York Real Estate 
Board and garden clubs, women’s 
clubs, etc. 


Buy Park City Firms 


Thomas Douglas Jr. and Brewer 
H. Sholund, formerly vice-presi- 
dents of Park City Advertising 
Agency and Park City Engraving 
Company, Bridgeport, Conn., have 
purchased the controlling stock of 
the companies. Mr. Douglas has 
been elected president, succeeding 
Walter L. Hollander, who will 
serve in an advisory capacity. Mr. 
Sholund has been elected vice- 
president and secretary. 
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Meredith in Detroit 


Reopening of a Detroit office in 
Room 1701, Fisher building, has 
been announced by Meredith Pub- 
lishing Company, Des Moines, 
publisher of Better Homes & Gar- 
dens and Successful Farming. 
Luke Miller, Successful Farming’s 
Detroit sales representative, will 
resume the post of resident De- 
troit manager, with the new office 
functioning as a division of the 
Chicago office under the direction 
of Joe Eves and Frick Ferguson. 


Cullen Joins C.LT. 


A. J. Cullen, formerly assistant 
advertising manager of Mack 
Trucks, Inc., has joined the sales 
promotion staff of Universal C.I.T. 
Corporation, New York, to spe- 
cialize on sales promotion activi- 
ties relating to automotive financ- 
ing. 


Stereoscopic Kit 
Placed on Market 


Advertising Displays, Inc., Cov- 
ington, Ky., has placed on the 
market a stereoscopic kit for view- 
ing color and_ black-and-white 
stereo transparencies. The com- 
pany for many years has made an 
attachment called the Stereo-Tach, 
which permits taking stereoscopic 


transparency pictures with almost | 
any make of 35 mm. camera. 


Plan Production 
Show for Chicago 


Chicago Technical Societies 
Council, comprising 47 scientific, 
engineering and technological so- 
cieties, has completed plans for a 
Chicago Production Show to be 
held at the Stevens Hotel, March 
20-22, in conjunction with the 


council’s annual conference. 


Supreme Court 
Upholds ‘Esquire’s’ 


Mail Privileges 


Calls Censorship 
Power of Post 


Office 'Abhorrent' 


Washington, Feb. 6.—The Post 
Office department’s concept of its 
own authority was considerably 
deflated this week, as the Supreme 
Court in no uncertain terms ruled 
that there is no legal authority for 
a public official to pick and choose 


Advertising Age, February 11, 1946 


among the publications that are to 
have the benefit of the second class 
mail rate. 

In signing a unanimous “Amen” 
to a thumping Appeals Court rul- 
ing by Thurman Arnold, support- 
ing Esquire magazine’s right to the 
lower rate, the court wiped out 
the notion advanced by former 
Postmaster General Frank Walker 
that there was some “twilight 
zone” of mailable matter which 
did not qualify for the “subsidy.” 


Hannegan Demands Showdown 


According to Mr. Walker, who 
raised the theory, and Postmaster 
General Hannegan, who insisted 
on a fight to the finish, Congress 
expected the Postmaster General 
to eliminate publications which 
did not “disseminate information 
of a public character, or were not 
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LAY THEIR KIND OF MUSIC 
AND THEY’LL LISTEN 


The Victorian parlour performer knew the secret of enthralling an audience. She picked her 


og > = 


audience and selected the music for thal special audience. This same “salon technique” ts 


applied to Haire business papers so thal each is unique in its field. Each of the eleven Haire 


publications is designed for an exclusive audience 


an audience interested in a specific markel 


and in all phases of retailing in thal one market. Therefore, when you advertise your 


products and services in your particular Haire publication, your message gels and holds the 


undivid 


poectiile. 


sail avarunes PAPERS 


allention of the specific audience you want lo reach. 


devoted to literature, the sciences, 
arts or some special industry.” 

Esquire, Mr. Walker had agreed, 
was a mailable publication, but it 
featured the “smoking room type 
of humor’, and, according to My. 
Walker, did not devote itself to 
public information, art, science, 
literature or a particular industry. 

In reaching this conclusion, Mr, 
Walker ignored the findings of his 
own Post Office Department hear- 
ing boards. Although supported 
in the district court here, he was 
thoroughly trounced by Thurman 
Arnold, who suggested that the 
Post Office devote itself ‘‘to its ap- 
pointed rounds” and leave the 
question of literary standards to 
others. 


Douglas Writes Opinion 


The theory that the Postmaster 
General should separate the sheep 
from the goats was thoroughly re- 
volting to the eight justices cur- 
rently sitting on the Supreme 
Court. It involved, according to 
Justice Douglas, writing for his 
colleagues, ‘“‘a power of censorship 
abhorrent to our traditions.” 

To relieve Messrs. Walker and 
Hannegan of the fears that they 
might be neglecting any of their 
responsibilities, the court com- 
mented that the law “would have 
to be far more explicit for us to 
ussume that Congress undertook to 
clothe the Postmaster General 
with the power to supervise the 
taste of the reading public of the 
country.” 


Can’t Prescribe Standards 


Lest Mr. Hannegan or any of his 
successors have any further doubts, 
Justice Douglas added that ‘“Con- 
gress has left the Postmaster Gen- 
eral with no power to prescribe 
standards for the literature or the 
art which a mailable publication 
disseminates.” 

According to Justice Douglas, 
under our system of government 


there is accommodation for the 
widest varieties of tastes and 
ideas. What is good literature or 


has educational value or refined 
public information varies with in- 
dividuals and from one generation 
to another, he said. 

“From the multitude of compet- 
ing offerings the public will pick 
and choose. What seems to be 
trash may have for others fleeting 
or even enduring values,” the 
opinion continued. 


Warns of Real Dangers 


“But to withdraw the second 
class rate from this publication to- 
day because its contents seemed 
to one official not good for the 
public, would sanction withdrawal 
of the rate tomorrow from another 
periodical whose social or economic 
views seemed harmful to another 
official.” 

Whether Mr. Hannegan will turn 
to Congress for clarification of the 
law remained undetermined, in 
the absence of a Post Office De- 
partment statement. Earlier, Mr 
Walker had warned Congress tha‘ 


|legislation might be necessary t 


prevent a flood of new publica- 
tions “bordering on _ obscenity 
from passing at the favored rate: 

While the case was carried t 
the Supreme Court by the Justic 
Department after the government’ 
defeat in the Court of Appeal 
the Postmaster General has bee 
the sole enthusiast for the strugg] 
in the government. At the time « 
the appeal to the Supreme Cour’ 


| the fight was carried on only : 
the insistence of Mr. Hannegan. 


Farnsworth Features 
Railroads’ Views 


Statements by top executives < 
the nation’s leading railroad 
| about the place of radio in thei 
field are featured in a new serie 
of full-page advertisements 1l 
business papers, launched by th 
Mobile Communications division 
of Farnsworth Television & Radi 
Corporation, Fort Wayne, Ind. 

The series includes 12 statements 
and appears in railway, financial! 


and electronics publications. 
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FOR A 


Ge Pick up your telephone and release a mighty force that will reach ze 


and influence your most important markets. That force is FIRST 3 : 
MARKETS GRovuP. . 


“- 


Not only does FIRST 3 provide highest reader traffic through roto- 
gravure and colorgravure, but also highest coverage through its 


member papers—the New York Sunday News, the Chicago Sunday Tribune, 
and the Philadelphia Sunday Inquirer—each first in circulation and in dis- 
play advertising. 


Ge FIRST 3 delivers a 66.8% family coverage in the three metropolitan 


areas and strong coverage in the hundreds of cities and towns in its 
greater market area. The families in FIRST 3’s market area spend 40.1% of 
the total U. S. retail dollar and 42.4% of the total U. S. food dollar. 

Call a FIRST 3 representative today and put this SUNDAY PUNCH to 
work for you. Total circulation more than 6,400,000. 


THE GROUP 
WITH THE 
SUNDAY PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure . Colorg LAVULE 
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.dver 
| be a sales manager or a_ public) zines.” “It is not so easy .o make esti-, less efforts to competitive claim of 
Fimo Roper Urges /opinion researcher or a, corpora- Mr. Roper said that his surveys|mates about the lack of good|and more to informing people a ‘am 
tion president, to do all he can|have revealed the assertion made|housing conditions. There are no|to how they can eat nourishin Gra 
‘ ‘to see that our formal education|several years ago by President|commonly accepted standards as|food and live in decent house v.ce=p 
M f f | in schools and colleges is im-| Roosevelt, that “a third of the na-| there are in the field of nutrition. |‘“‘The American Meat Institute’ necticl 
ore ft orma ion | proved and extended to more peo- |tion was ill fed and poorly housed” | But you could never tell our inter- | campaign to teach people th: pos 
ple,” Mr. Roper said, adding: |to have been “a serious under-| viewing staff that there was less|fruit and vegetables, as. well a; aaa 
a “It places an additional obliga-|statement of both conditions. I|than a third of the nation without |meat, are essential, has been ckle 
or efter ving tion on all of us to try to safeguard | think that at the time more than a|even so much as the minimums |successful campaign from meat 
the existence, and the freedom of |third of the nation was underfed|essential to healthy living for | standpoint,” he said. ‘ake 
‘ “a the informal media of communica-|simply because they couldn’t} young and old bodies.” Not only ———_————— 
Major Advertising tion—the newspapers, the radios, | afford to be well fed and perhaps | poverty but lack of knowledge, he | Buffalo Agency Moves Sale 
Attacks on "Il Fed magazines, moving pictures, etc.|as much as an additional third was explained, has created bad and Backes, Weisbeck & Besig, Bu'- Mog 
; We need more and better newspa- | underfed because they lacked the | unsanitary housing conditions. falo agency, has moved to larger ee 
and il Housed Urged pers, radio programs, and maga-|knowledge of what to eat... He urged advertisers to devote | quarters at 443 Delaware Ave. tion, 
New York, Feb. 5.—‘A_ well 


nourished, well housed, well in- | 
formed electorate can take this | 
still comparatively new land of 
ours, and because of sound bodies 
and intelligent and _ inquiring | 
minds, make it a beacon light for 
a world still sorely in need of | 
leadership,” Elmo Roper told the 
Sales Executives Club of New 
York today. 

A marketing consultant and 
public opinion analyst, Mr. Roper | 
said that sales and advertising ex- | 
ecutives “have a special oppor- | 
tunity to supplement the work of | 


schools, the government and vari- | 
ous organizations in the fight | 
for elimination of undernourished | 
bodies with their resultant un- | 
stable minds.” 


IGGEST «0 suow in TOWR 


Too Few Know Nothing | 


| ay 

He emphasized that “democracy | y me 
is dependent not only on the na- \ .\ i 
ture .but the volume of public Es 


PROGRAM 
PROMOTION 
RECORDING 


opinion.” Summarizing 163 ques- 
tions on opinions, interspersed 
with other questions in surveys by | 
the Roper organization in the last | 
12 years, it was found that “28% of | 
the people who had little or no in- 
formation had no opinion on the 
opinion questions asked them. 
Only 7% of those who had demon- 
strated the presence of some in- 
formation failed to express an 
opinion” on a particular question. | 

“We found that the possession of 
information not only resulted in 
more people having more opinions | 
on more issues but in the posses- | 
sion of a different kind of opin- | 
ion,” he said. “Those with more 
information were inclined toward | 
broader, more moderate opinions.” | 

The studies also showed that) 
“the greater the amount of formal | 
or school education, the greater the 
amount of information there was 
on strictly current topics. . . 
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Must Keep Information Free 


“These facts outline a responsi- 
bility for every citizen, whether he 


"DURANTE- MOORE SHOW” 
FRIDAYS 9:00 PM. 


REXALL DRUG STORES 


67.3°/0 

_ of all space 
bought by 
Buffalo 


-MEN’S WEAR STORES 


appears in the 
Buffalo Courier-Express 


5 She takes the 
street car down- 


6 From the car 
window she sees... 


town and sees... 


A large chain store places 
54°% of its space in the 
Courier-Express. The 
largest men’s store, 62.7%. 
The largest men's | 
furnishings store, 100%. 


The local boys, dnd the 
national toys, too, who 
know their stuff 
know that in Buffalo 


the Courier-Express 
Delivers the Goods! 


Ole Syres 


BUFFALO'S ONLY 
a MORNING & SUNDAY NEWSPAPER ? 
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9 In the evening 10. That night when Mr. Broussard say:. 


| paper she sees... “What's good on the radio tonight?” .... . 
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famed Sales Chief 


Graham R. Treadway, assistant 
y ce-president of Hartford Con- 
yecticut Trust Company, has been 
pointed vice-president and sales 
anager of Horton Mfg. Company, 
Le my Conn., maker of fishing 
ck 2. 


akes Panelyte Sales 


Sales operation of the Panelyte 

vision of St. Regis Paper Com- 
pany, New York, has been taken 

er by St. Regis Sales Corpora- 
ton, wholly-owned subsidiary. 


Gulick Promoted 


J. E. Gulick, who joined B. F. 
Goodrich Company in 1927, has 
been appointed general manager 
of the company’s tire manufactur- 
ing division, succeeding A. W. 
Phillips, resigned. 


Names Malinowski 


Bernard V. Malinowski, for- 
merly advertising supervisor of 
Republic Light, Heat & Power 
Company, has been appointed pro- 
duction manager of Harold War- 
ner Company, Buffalo agency. 


Major Networks 
Gain 1/3 of 1% 
in 1945 Billings 


New York, Feb. 6.—Gross time 
billings of the major networks— 
American, Columbia, Mutual and 
National— last year were only 
0.037% greater than their 1944 bil- 
lings, according to figures recorded 
by Publishers’ Information Bu- 
reau. 


National, registering a 2%4% 
gain over °44 time sales, pulled 
closer to the billings of Columbia, 
which managed to maintain its 
first-place position despite a 1.59% 
loss. The greatest increase, more 
than 5%, was achieved by Mutual. 
American sustained a 3.13% drop 
in its billings. 

The final PIB tabulations show 
that CBS billings amounted to 
$65,724,851, compared with $66,- 
791,319 in ’44; NBC’s billings were 
$64,429,181, against $63,012,080 the 
previous year; ABC billings were 
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| $40,045,966, against the previous 
$41,340,044, and Mutual billings 
amounted to $20,547,630, compared 
with $19,533,633 in ’44. Total bil- 
lings for the four major networks 
amounted to $190,747,628, against 
$190,677,076 in °44. 

All the networks shared in the 
increase in drugs and toilet goods 
programming, billings for which 
increased $6,000,000 to $59,241,639. 
The 11% increase in this classifica- 
tion was counteracted by a $3,100,- 
000 decrease in cigaret-cigar-to- 
bacco billings and other losses. 

By classifications, the networks 
reported smaller billings for the 
automotive industry; building ma- 
terials; tobacco; confectionery and 
soft drinks; foods; lubricants and 
fuel; paints and hardware; radios 
and phonographs; shoes and 
leather; sporting goods; wines, 
beer and liquor, and miscellaneous. 

Increases were reported for 
clothing and dry goods; drugs and 
toilet goods; financial and insur- 
ance; household furniture and fur- 
nishings; jewelry; machinery and 
farm equipment; laundry soap, 
etc.; stationery; publishing; travel 
and hotels, and aviation. 


John Blair Adds 


Three to Staff 


William H. Weldon, discharged 
as a lieutenant in the Navy, has 
rejoined the New York office of 
John Blair & Co., radio station 
representative, as account execu- 
tive. Holly Moyer, formerly with 
KNX and Columbia Broadcasting, 
and previously assistant station 
director at KFEL, Denver, has 
joined the agency’s Los Angeles 
office. 

Wells Barnett Jr., manager of the 
sales service department of WLS, 
Chicago, until he joined the Army, 
has been named manager of Blair’s 
promotion and publicity depart- 
ment, with headquarters in Chi- 
| cago. 


Enlarges Offices 


Smalley, Levitt & Smith, Los 
Angeles, has taken over enlarged 
offices in the Knickerbocker build- 
ing, 643 S. Olive St., Los Angeles 
14. Additions to the agency staff 
include Robert Leeper, art direc- 
tor, and Robert Rhodes, public re- 
lations division. 


If you sell 
CEREALS 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 


million listeners. 


WIBW is preferred by deal- 
ers, too, as shown by their 


| enthusiastic tie-in promotion at 


point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


WIBW 


Topeka...Kansas 
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General Foods 


Advances Bennett, 
Mrs. E. B. Myers 


New York, Feb. 5.—Mrs. E. B. 
Myers, formerly vice - president 
and merchandising manager of 
General Foods Sales Company, a 
unit of General Foods Corporation, 
has been promoted to associate 
advertising director of the cor- 
poration. R. H. Bennett, formerly 
associate advertising and mer- 
chandising manager working on 
Maxwell House and Yuban coffees, 
Instant Maxwell House soluble 
coffee and other coffees, has been 
named a merchandising manager 
of the sales company. 

Mrs. Myers joined G-F in 1930 
as a product publicity writer in the 
consumer service department, of 
which she became head in 1934. A 
year later she was appointed an 


associate advertising manager of 
the sales company, became mer- 
chandising manager in 1938, and 
vice-president in 1939. For two 
years prior to joining General 
Foods she was a copywriter for 
J. Walter Thompson Company. 
Mr. Bennett, in his new position, 
will take over responsibilities for 
Sanka and Kaffee Hag coffees 


Certo, Sure-Jell, Jell-O, Jell-O 
puddings, Genesee gelatin and 
Dr. Zerta. He joined G-F in 1927, 


moving from Devoe & Raynolds 
Company, New York, paint manu- 
facturer, where he was assistant 
advertising manager. Before that 
he was in the sales promotion de- 
partment of Collier’s and with 
Ajax Advertising Agency. 


Names Sutherland-Abbott 


H. C. Thompson Clock Company, 
Bristol, Conn., has appointed Suth- 
erland-Abbott, Boston, as its ad- 
vertising agency. 


Twohy Named Head of 
Allied Building Credits 


James Twohy, for the past six 
years governor of the Federal 
Home Loan Bank System, has been 
named chairman of the board of 
Allied Building Credits, Inc., St. 
Paul, Minn. 

The company, founded by the 


»| Weyerhaeuser group and recently 


acquired by the Giannini inter- 
ests, plans to expand its financing 
facilities for material and equip- 
ment dealers and builders and de- 
velopers supplying the home build- 
ing and repair market. New offices 
are to be opened throughout the 
country, in addition to the pres- 
ent 32. 


Nielsen Adds Clients 


American Meat Institute, spon- 
soring the Fred Waring show twice 
weekly, and Leo Burnett Com- 
pany, Chicago, its agency, have 
signed contracts for the Nielsen 
| Radio Index. 


Alexander Film Sales 
Top $4,500,000 


Sales signed in 1945 by Alex- 
ander Film Company, Colorado 
Springs, Col., exceeded $4,500,000, 
giving the company its biggest 
year in a quarter century of screen 
advertising, and exceeding the 
1944 volume by 33%. 

January, 1946, contracts accepted 
exceeded the same month of last 
year by 47%, the company said. 
On schedule for February shoot- 
ing are 13 to 26 color productions 
each for Grapette Bottling Com- 
pany, Seven-Up Company, and 
Mautz Paint Company. New films 
for Ralston Purina are also being 
shot to add to a library of 73 
special productions made for this 
company in 1945. 


Kendall Names Loudon 


Kendall Mfg. Company, Law- 
rence, Mass., maker of Soapine, 
has placed its account with Henry 
A. Loudon Advertising, Boston. 


PRIMARY 
Intense 


SECONDARY 
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Los Angeles $10,000,000 city hall— administrative 


heart of one 


of America’s greatest cities. 


KFI is an ideal test station for adver- 
tisers who contemplate ‘going national’ 


The coverage map shows how KFI, with its clear chan- 
nel and 50,000 watts of power reaches out to cover 
America’s third largest market. On this great affiliate of 


the Nation’s Number One Network, 


advertisers with 


an eye to going national can test their programs on a 


market representing 


3.32% of the nation’s total retail 


sales! And incidentally, this is just one more of the rich 


western markets you 


buy — when you buy NBC Western 


Division network time. 


WESTERN DIVISION 


HOLLYWOOD Sunset and Vine * 


Los Angeles’ Number One Station 
on the Number One Network 


Leopold Stokowski with the 1945 winner 
of the KFI Hollywood Bowl auditions. 


KFI has earned the top spot in local 
listener preference. Here’s how it’s done 


In Southern California, “640 on the dial” means tops in 
radio entertainment. Typical of many locally-originated 
shows are the Hollywood Bowl-KFI auditions, in which 
young vocalists vie for soloist spot on the famous 


“Symphony Under The Stars” 


Bowl programs. Such 


strong locals, plus Western Division shows, plus NBC 


transcontinentals are the “reason why” 


in Southern Cali- 


fornia, as elsewhere all over the West, most people listen 


to NBC most of the time! 


National Broadcasting Company 


SAN FRANCISCO Taylor and O'Farrell 


Station City Station City Station City 

KOB Albuquerque, New Mexico KPFA.. . Helena, Montana KGLU . Safford, Arizona 
KGHL ‘ ; . Billings, Montana ae Los Angeles, California ee Salt Lake City, Utah 
KIDO Boise, Idaho KMED . Medford, Oregon eee San Diego, California 
KRBM . Bozeman, Montana KTAR . Phoenix, Arizona ae San Francisco, California 
KGIR . Butte, Montana KSEI .. . Pocatello, Idaho sa oe Seattie, Washington 
KOA . Denver, Colorado KGW. . . Portland, Oregon _ Pe oe Spokane, Washington 
KTSM .... ; El Paso, Texas KYCA : . Prescott, Arizona KVOA . . Tucson, Arizona 
ae Fresno, California ee . Reno, Nevada KTFI . Twin Falls, Idaho 
KWJB . i. . Globe, Arizona KCRA ... . . Sacramento, Colifornia KYUM . Yuma, Arizona 


A Service of Radio 
Corporation of America 
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Jet Dishwasher 
‘Ectoplasmic,’ 
Kaiser Men Say 


Detroit, Feb. 6—Henry Kaiscr, 
visiting in New York City, rode 
in one of his new automobiles and 
said he liked it, that he might 
even buy one himself. Kaiser- 
Frazer officials here heard about 
the remark and nodded approval, 
But Mr. Kaiser made other state- 
ments during his New York sg0- 
journ, at least one of which has 
his Detroit confreres nonplussed. 

Not least among the Kaiser as- 
sertions concerns a ‘“‘jet-propelled” 
dishwasher. Nobody here at the 
new Kaiser-Frazer plant professes 
to know anything about this prod- 
uct, which Mr. Kaiser says he wil] 
manufacture. They call it “ecto- 
plasmic.” 

As reported, the dishwasher Mr, 
Kaiser described will weigh about 
50 pounds and may sell for $50 or 
$75. The tub would be 21” x 21”. 
It would have a hydraulic lift for 
easy loading. When dishes are in 
place a valve is opened in a pipe 
connecting the washer to _ the 
home’s hot water supply. Faucet 
pressure then would force jets of 
hot water against the dishes. The 
jets’ force would spin the dish 
basket. When the lid is lifted the 
basket would continue to spin by 
;}momentum until the dishes are ai! 
| dried. 
| The dishwasher will be manu- 
| factured by the Fleetwing division 
|of Kaiser Cargo, subsidiary of the 
Kaiser company, it was said. Pro- 
| duction, at the rate of 10,090 a 
'month soon after initial produc- 
| tion begins in April or May, will 
be handled at company’s plant in 
| Bristol, Va. 
| The Bristol plant, it is said, is 
|almost 100% tooled to produce the 
/machines and the company is al- 
|ready placing orders with sup- 
pliers for parts needed to manufac- 
| ture the unit. 


Sells ‘Newport Herald’ 


Mrs. Grayce K. Brandt, widow 
of Milton S. Brandt, former pub- 
lisher of the Herald, Newport, 
R. I., has sold the newspaper to 
Milton and Edward Marcus and 
Henry Herman. Milton Marcus, 
formerly with the Brooklyn Eagle, 
Camden Courier-Post and othe 
papers, will be editor. Edward 
Marcus will be business manager 
and Mr. Herman will be adver- 
tising manager. Publication, sus- 
pended since September, 1945, has 
been resumed. 


Davies Joins Scott 


Robert A. Davies Jr., formerly 
with Donahue & Coe, has joined 
Edwin A. Scott Publishing Com- 
pany, New York, publisher of 
Sheet Metal Worker and Plumbing 
and Heating Journal, as general 
| manager. 
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‘Ke Annual Advertising Awards Committee has se- 
lected, for the last time, the ‘100 best war ads of the 
year.” 


What advertising contributed to the war effort is 
something no one can say with certainty. 


But it has been stated in Washington that ‘*there has 
hardly been a major home-front problem involving public 
co-operation which advertising has not had an important 
part in solving.’’ If this is so, it becomes clear that ad- 
vertising’s contribution to our final victory must have 
been reasonably large. 


Advertising does not, of course, take any credit for 
being patriotic. As in the case of all business, it simply 
had an important job to do, and did it. 


But it does seem that credit is definitely due in one par- 
ticular direction. It seems to us that those responsible for 
the remarkably prompt and efficient way in which the tre- 
mendous power of advertising was mobilized behind the 
war effort deserve the thanks of every American. 


Our hats are off, therefore, to the War Advertising 
Council. 


39 days after Pearl Harbor, machinery was set in 
motion to get advertising into the war. How well that 
machinery worked may be judged by the fact that, 
between Jan. 15, 1942 and August 14, 1945, American 
Business contributed over a billion dollars’ worth of 


“eal 


space and time in support of over one hundred home- 
front campaigns. 


Not only the 100 best war ads of 1945, but all the 
millions of messages in all media which constituted war 
advertising, were efficiently produced, effectively timed, 
and intelligently channeled, mainly because the War Ad- 
vertising Council enabled American Business to swing 
the huge force of advertising, swiftly and smoothly, into 
the war effort. 


In the light of results, we believe that was a service for 
which the whole country had reason to be grateful. But 
it seems to us, too, that the advertising business itself has 
a special reason to be grateful. 


Whether, before the war, advertising had developed 
a sense of social responsibility is a question which we 
need not argue here. 


But there is no argument about the fact that a small 
—but very vocal—number of our citizens believed that 
advertising did nor feel such a responsibility. 


It is not hard to remember when advertising, as the 
increasing volume of excoriating books, “debunking” 
articles, and consumer organizations showed, was in a 
fair way to become a public whipping boy. 


Morever, at the time of Pearl Harbor, there were 
some people in authoritative or influential positions in 


Government who leaned toward the belief that even if 


advertising were not actually an economic waste in 
peacetime, it was certainly something with which we 
could easily dispense in wartime. 


How well that situation has been reversed is now 
clearly apparent. 


The War Advertising Council was formed to help prose- 
cute the war. But, like many an unselfish act, it resulted 
in more good for the advertising business than any selfish 
effort could have done. 


Today, we can thank the Council that a better under- 
standing of advertising and its uses, gained from work- 
ing with the Council, has given many of those who used 
to disparage advertising a new and genuine respect 
for it. 

Today, neither any private group nor Government itself 


can charge that advertising lacks a sense of social respon- 
sibility. The record of the war years shines too clearly. 


Today, the future of advertising is full of promise. 
And if we who buy and sell and produce advertising 
are wise, we'll keep it so. 


YOUNG & RUBICAM, INC. 


ADVERTISING 


New York, Chicago, Detroit, San Francisco, Hollywood, 


Montreal, Toronto, Mexico City, London 


Young & Rubicam is proud that, for the 3 wartime years 
in which awards were made each year for the ‘*100 best 
war ads,”’ we received a total of 36 awards—more than 
one out of every nine. 
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Media Records 
Shows 50 Leaders 
Gaining in Linage 


‘Journal’ Retains 
Lead; ‘Tribune’ 
Is Close Behind 


New York, Feb. 5.—By increas- 
ing its linage about 5% last year, 
the Milwaukee Journal managed 
to nose out the Chicago Tribune 
and lead all newspapers in total 
advertising carried, according to 
Media Records’ tabulation of 1945 


advertising for the “First 50” 
papers. All newspaper linage fig- 
ures during the year were de- 
pressed by shortages of newsprint. 

The Journal, which also led all 
papers in retail and total display 
advertising, retained the first place 
position it achieved in 1944, by 
handling 22,457,091 lines in ’45. 
The Tribune was only 20,000 be- 
hind, with 22,437,696 lines, up 
7.5% over its “adjusted” figure 
for 1944. The new tabulation 
credits the Tribune with half of 
its split run linage (AA, Nov. 19). 


All Below 1943 


The Washington Star, perennial 
leader until nosed out in 1943 by 
the Detroit News, dropped from 
second to third place, although 
slightly increasing its linage. Into 
fourth place moved the Detroit 


News, registering a 6% gain to 
push the New York Times, strike- 
bound last July, into fifth place. 
Although the five leaders gained 
about 3% over ’44 linage, none was 
close last year to the records of 
1943, when the Detroit News had 
24,600,000 lines of advertising. 

Other leaders included the Bal- 
timore Sun, sixth; Houston Chron- 
icle, up three notches to seventh 
place; New Orleans Times - Pica- 
yune and States, eighth; New York 
News, ninth (including 4,400,000 
lines of split run), and the Phila- 
delphia Inquirer, tenth. 

The list of 50 leaders mirrors a 
number of changes in rankings, 
the most startling, perhaps, show- 
ing that both the Los Angeles 
Times, eighth in °43 and 34th in 
44, and the Los Angeles Examiner, 
ninth in °43 and 23rd in ’44, no 


longer rate a place in the “First 
50” list. This is presumably due 
to the drastic newsprint shortage 
in this area, where circulations 
have skyrocketed. 

In general—that is, national— 
advertising, the Boston Traveler 
again led all the rest, with 3,075,- 
013 lines, fully 10% ahead of its 
afternoon field and well ahead of 
the Boston Herald, leader among 
morning papers in this ad classi- 
fication. 


How They Stood 


The first 15 papers (both six 
and seven day) in total advertis- 
ing, with the linage shown for 
them by Media Records, are as 
follows: 

1. Milwaukee Journal— 

E&S 22,457,091 

2. Chicago Tribune—M&S. 22,437,696 
3. Washington Star—E&S 21,409,322 


How things 


have changed!... 


IN THE 
NEW YORK CITY MARKET 


Since the 1940 U.S. Census New York 
has gained 231,914 families ... lost 3,617 
grocery and 481 drug stores ... showed a 
marked trend to upper-income neighbor- 


hoods. 


Up-to-date facts on these and other 
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Advertising Age, February 11, 1°48 


4. Detroit News—E&S ... 20,473,136 
5. *+New York Times—M&S 19,626, : 16 
6. Baltimore Evening and 

Sunday Sun—E&S .. 19,466,: 76 
7. Houston Chronicle— 

SOE a ee 18,851,179 
8. New Orleans Times-Pica- 

yune and States— 

BEG So2 8 2 ice works 18,797,107 
9, +*New York News— 

DE ob ck% See bec akas 18,768,514 
10. Philadelphia Inquirer— 

er? ine tr 18,675, :86 
11. Dallas Times-Herald— 

SE. Ec are Sew oes bag 18,229,327 
12. Columbus Dispatch— 

A ee ee eee 16,788, 65) 
13. *New York Herald 

Tribune—M&S ...... 16,743,567 
14. Syracuse Herald Journal 

and American—E&S . 16,477,353 
15. Indianapolis Star— 

|. arr rs es 16,445,786 


*Includes 4,429,587 lines of split run 
advertising; adjusted figure is 16,554. 
121 (crediting half of split run). 

+No ads run during strike, July 1-17 


National Advertising Score 
In general, or national, advertis- 
ing, the first 10 leaders among 
weekday morning newspapers 
were: 


1, Mestem TeOPAe <6. ci ccas 2,998,828 
3. Baltimore: SUN ...6..... 2,640,247 
3. New Orleans Times- 
PAGRPURG 2 occiesswree 2,145,926 
4. *}New York Herald 
0 ee ee 2,138,880 
S. Howton Greed ....5.6... 2,136,978 
6. +*New York News ...... 2,114,680 
7. Chicago THDUMe «....%4.. 2,102,446 
8. Washington Post ....... 2,086,533 
Toronto Globe & Mail .. 2,053,437 
9. *Washington Times- 
PRO iv ctaducetaeaees 1,852,670 
10. Philadelphia Inquirer ... 1,766,102 
*New York News linage includes 


600,000, 


1,004,102 lines of split run advertising; 
Washington Times-Herald linage in- 
cludes 19,919 lines split run. 
+Ran no ads during strike, July 1-17 
The first 10 leaders among eve- 


ning papers in general or national 


changes will assist you in re-routing sales- 


men, reviewing price lines and setting up 
new quotas. They will give you today’s 
picture of New York’s sales potential as 
America’s greatest and still-growing 
market. 


100,000 


Ate SAR ROR SCR CR  MET eON 


1920 


1930 


advertising were: 


1. Boston Traveler ...... 3,075,013 
2. Chicago Daily News..... 2,700,761 
3. Baltimore Evening Sun . 2,639,924 
Montreal Star .i.scesss 2,532,412 
4. Cincinnati Times-Star .. 2,416,824 
G. TION: TOPE WOE sccaavis 2,312,435 
6. Newark News ......... 2,286,508 
7. Indianapolis News ..... 2,270,039 
Montreal La Presse .... 2,259,544 

8. Philadelphia Evening 
PRN © iki ein 4% 2:4.9 0.6 2,223,906 
Toronto Telegram ...... 2,179,089 
9. Milwaukee Journal ..... 2,176,711 
10. Bost0n GlOWO: 2. csccicss 2,170,163 


*Ran no ads during July 1-17 strike. 
The top 10 in general or na- 
tional advertising among Sunday 


newspapers were: 
1. *New York Herald 


OUUNE: bisa wan ceeeiee 2,292,213 
2. *New York Times .. . 2,191,126 
a: Chicago TYIPUMS ....... 2,074,842 
4. Cleveland Plain Dealer.. 2,015,014 
5. Syracuse Herald 

Py! ee eee 1,579,977 
6. Buffalo Courier-Express. 1,558,440 
7. Los Angeles Examiner... 1,461,158 
8. San Francisco Examiner 1,441,766 
9, DOUOe ‘TIE is cciviss 1,422,829 
10. Cincinnati Enquirer .... 1,420,548 


1945 CENSUS *Ran no ads during strike, July 1-17. 
OF 
FAMILIES 


Such facts are reported in “BLUE- 
PRINT FOR SALES’’—the new 1945 
Census of New York City by The New York 
Times. Its 64 pages, 15x20 inches, are 


Plans ‘Your Vacation’ 
Scholastic Magazines, New York, 

will publish “Your Vacation,” a 

new 48-page travel annual for 


° ° So sea acer ee IMES high school teachers, in April. 
packed with important information For 1940 | Controlled + yesont ng =. = 
: ° 7 = . DWELLING - 1945 CEN ; to junior and senior high schoo! 
details write or call The Times Advertising be cctv mr! rego? ] IN NEW BOTS ADDED *Y THE NEW Yop) teachers is planned. 
OWELL ing RENT OB TOTAL ras $ 4 
. ale ad Onrrs SALE or MILY. UNITS ip t i 
Department, Times Square, New York 18, i | ae ee ool 
i Se 
N. Y.; LAckawanna 4-1000. ey ee ae eS ns 
4.08)” | gig,» 1 86 i ss te 
Pe, 35.000 iz B67 ~ wrt eee AISS "7 246 f 24? 
een | Me ee ee 
> ee 118.053 247 
s af ‘ 8: —— ; 
~> ‘ *¥ j | 
= t 7 1 , P | 
= i rf - 125.15 — 
> Waza ase ee | sa FE ae See 
= - —s ND ieee 236,32) sais 
a ° ett R | earee +" hnatiod i 918,960 740) mene IS 4 ; ss x4 
= : ? nf BE S629; gy eer | 
— Si J a ee S251 S18 has 
Po Cb sree y ' 
* PROG Srp S tf i ; i % } i@s v0! 
dos! 7 ba ~ ga —— se ‘ 74” 3312 sag | 
Cu . VOR STOmg, “A | Sead 721.502 5 “a a ms ae 3 c . 9 + | 3 " 
WS — Ree eae a Per $295 12604 "guages 253i SS © Set entirely with FOTOTYPE, ! 
: | nenmnanltis SIM 7787 ad is just a sample of what can @ 


done with this amazing new ty 
setting device-and it cuts costs, ! 
eliminating display type and h 
lettering charges. Quick, simple, e 
nomical .. . any office girl can be y 
compositor 


Write TODAY for catalog explaini J 
the FOTOTYPE system and showi' 3 
the 60 modern types now availab 


THE FOTOTYPE COMPAN 
625 W. Washington, Chicago ° 
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ly 1-17. 


WHAT 


Here, if you please, is a close-up of 
a movie star headed for a hard day at 
the studio. 

Everything about the scene is super- 
dooper. The car is a 32-cylinder cus- 
tom job. So is the glamor-gal in the 
goggles. In addition, she is filthy rich. 
She has three chauffeurs working on 
eight-hour shifts but prefers to drive 
her own car. The Great Danes (their 
jeweled collars glistening in the sun) 


are blue bloods witha pedigree a mile 


long...and a nasal tilt twice as long. 
= = 


The motorcycle cops are the pick of 

Los Angeles’ finest, specially assigned 

to give The Great Lady sate convoy. 
Yes, everything in the scene adds 


up... except that it doesn’t. Hollywood 


as is...and Hollywood as many neo- 


ple think it is...are quite different. 

True, Hollywood has more than its 
share of ham. Or should we say ham- 
and-ego? It may offer too many front- 
page-crashers and too many back-door- 
romancers. But let’s be honest...what 
cosmopolitan city doesn’t? 

It may prick some fanciful balloons 
but it’s true: the people who make 
Hollywood Hollywood are perfectly 
normal; people who don’t confuse 
their personal business with their public 
business; people who are good citi- 
zens, loyal Americans, and better-than- 
es of what makes sound 


e jud 


0 
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HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


al LYWOOD, CALIFORNIA ® National Representatives: STORY, BROOKS & FINLEY, INC. 


news and what makes just...sound. 
Perhaps this explains why Holly- 
wood’s backbone-families rely on the 
Citizen-News for sound news and sea- 
soned editorial judgment. It explains, 
too, why the Citizen-News is a sound 
buy for any advertiser who wants to tell 
his product-story to the most-talked- 


about community in the nation! 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest| explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U.S. Census of Business 
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Harris Explains 
Delay in Output 


of New Presses 


New York, Feb. 5.—Makers of 
printing press equipment now re- 
quire much more time to build 
presses than they needed before 
the war, A. S. Harris, president of 
the Harris Seybold Potter Com- 
pany, Cleveland maker of offset 
presses, told a recent meeting of 
the Litho Club of New York. 

“At present our manufacturing 
cycle of a run of any size of 
printing presses is nine months,” 
Mr. Harris revealed. “This pro- 
duction cycle is longer than the 
prewar cycle by approximately 
two months. The reason for this 
is the length of time required for 
obtaining materials, principally 
cast iron, over prewar figures. I 
would venture the statement that 


it is considerably harder to obtain 
materials in this early postwar 
period than it was during the war. 
Every one of our suppliers, of 
course has a conversion problem 
which, naturally, affects us.” 


Denies Hoarding Charge 


He expressed disbelief that a 
flood of graphic arts equipment 
will be released in the next few 
months, although manpower and 
material shortages have been 
eased. 

“TIT have heard the statement 
made,” he asserted, “that manu- 
facturers have on hand or in stor- 
age a lot of equipment which they 
have been holding back, waiting 
for Jan. 1 with its tax benefits, and 
an increase in OPA ceiling prices. 
I know that this is not a fact with 
our company and I doubt very 
much if it is a fact with any other 
company in the graphic arts.” 

Mr. Harris pointed out that 


much time must elapse before 
makers of heavy machinery, such 
as presses, can reach former pro- 
duction levels, much less increase 
production to meet pent-up de- 
mand. 


Print Corset, Bra Book 


The California Corset & Bras- 
siere Manufacturers Association 
has mailed to 9,000 retail stores 
copies of its new booklet, “The 
Romance of the California Corset 
and Brassiere Industry,” a booklet 
prepared by Stevens-Lander- 
Young, Los Angeles agency, to 
draw attention to the West Coast 
as a center in the field. 


Named Sales Head 


J. W. Stigall, formerly national 
service manager for the Launder- 
all washing machine produced by 
the major appliance division of 
F. L. Jacobs Company, Detroit, has 
been appointed sales manager of 
the Launderall department, suc- 
ceeding Robert H. Roden. 
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Berke Will Spend 
$400,000 to Revive 
Old Mr. Boston 


New York, Feb. 5.—‘“Old Mr. 
Boston is back on _ retailers’ 
shelves,” $100,000 worth of adver- 
tising in the liquor press has an- 
nounced, and an additional $300,- 
000 will soon find its way into 
consumer media in the form of 
$200,000 worth of magazine copy, 
and $50,000 each worth of news- 
paper ads and display material. 

The New England line of liquors 
and cordials has been virtually 
dead since 1942, when the trade- 
mark was purchased by American 
Distilling Corporation at a reported 
$23,000,000 from the two men who 


eee 


ss We are gratified that during the past year a 


growing number of advertising agencies have 
placed their clients’ advertising in The Ro- 
tarian and/or Revista Rotaria. Among them 
are those listed below. 

We are grateful for their confidence in the 
value of these two publications. We are now 
in a position to serve them and their clients 
even more effectively than ever. 

The circulation of The Rotarian has 
reached an all time high of over 210,000... 
an audience of key executives who buy or 
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35 East Wacker Drive, Chicago 1, Mlinois ees 


influence buying for their businesses, their 


homes, and their communities. 


Revista Rotaria, printed in Spanish, now 
has a circulation of more than 27,000, reach- 
ing leading manufacturers, importers, dis- 
tributors, and government officials in the 21 


countries of Latin America. 
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Interesting facts and figures about these K 


important publications and their top rank- 
ing executive audiences are available for the 


asking. Just drop us a line. 
obligation. 
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built the business, Sam and H 
Berkowitz of Boston. The Berko- 
witz brothers last Dec. 19 boug) : 
back the brand and appointed L. ¥ . 
Hartman, Inc., here, to handle i's; 
advertising. 

Sales and distribution of Old 
Mr. Boston will be handled by 
Berke Brothers Distilleries, Inc. 
Boston, which the Berkowitz duo 
formed and through which they 
built up the Berke Brothers line 
during the war. Advertising on 
this line will be dropped, although 
the line itself will be continued 
as a minor brand, with Old Mr. 
Boston stepping in as major. 


Recalls Earlier Promotion 


Six- and three-page advertise- 
ments in January issues of liquor 
industry publications announced 
that Old Mr. Boston was back, 
with the same old line, same old 
packaging, same old advertising, 
same old displays, etc. Copy, fea- 
turing genial, top-hatted bow- 
tied, Old Mr. Boston himself, re- 
called the Old Mr. Boston De- 
Luxe Bartender Guide, the Ferris 
wheel display, the ship-in-bottle 
display, the Old Mr. Boston clock. 

The line was conceived in 1933 
by Hy Berkowitz who since has 
come up with many “idea’’ firsts, 
principally in the packaging of the 
products. Old Mr. Boston was 
first to come out with small alumi- 
num and bakelite drinking cups 
on bottles, and the label-less bottle 
for Mr. Boston “pinch” blended 
whisky is perhaps the most un- 
usual package ever used for dis- 
tilled spirits. 


Devised Flavored Gins 


Hy Berkowitz was first to con- 
ceive also the idea of flavored 
gins—mint, orange, etc.—and first 
with bourbon and rye liquors. In 
1939 he introduced an Old Mr. 
Boston rum, which rated fourth 
on the rum list within two years. 
By 1941 the line included such 
items as the bronze label straight 
bourbon; pinch bottle “Spot 
Bottle” bourbon; “Rocking Chair” 
blend; Mr. Boston dry gin; sloe, 
orange and mint gins; apricot, 
peach, blackberry and cherry nec- 
tars; rum; Mr. Boston California 
brandy; rock and rye _ whisky 
liqueur, and curacao, anisette, 
creme de menthe, creme de cacao, 
triple sec and kummel cordials. 

A factor in the Berkowitz de- 
cision to resume the line was a 
survey conducted last year by the 
Reuben H. Donnelley Corporation, 
which asked consumers, ‘What 
type of product is Old Mr. Bos- 
ton?” Sixty per cent of men and 
women properly identified it. 


Colonial Ice Campaigns 


Colonial Ice Company, Greens- 
boro, N. C., operating ice plants 
and cold siorage warehouses, will 
launch a campaign in business pa- 
pers and southern newspaper: 
April 1, with first copy featuring 
its huge Roanoke, Va., warehous¢ 
Allen Krohn Company, Greens 
boro, is the agency. 


CANNOT BE SOL’ 
FROM THE OUTSID: 


@ Although Bayonne is within t 
shadow of Metropolitan New Yo: « 
you can’t sell it through the b * 
city’s newspapers. The Bayon 
Times had 66% more circulati: 
among Bayonne families than 4 
New York and Hudson Coun 
evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 
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RY CONOVER » NANCY CRAIG 


Buyers of 


Advertising Space: 


If we inadvertently omitted your name in 
sending out the above letter—a copy of the 
February issue and rate card will be sent 
promptly upon request on your business sta- 
tionery. 


You will find in "Fascination" the latest 
gossip of Hollywood and Manhattan, the 
smartest fashions and beauty hints, the latest 
fiction and travel tips — plus a host of other 
features that combine to make it a totally 
new and different magazine for sophisticated 
women everywhere . . . And be sure to note 
that N.B. in the letter. | 


AVON-FASCINATION COMPANY § 


119 West 57th Street, New York 19, N. Y. 
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Quaker Letter 
M. J. Brock has been reelected 
president of the Southern Cali- Contest Offers 


fornia “ot goo —— “ 

sition an ome Show, to be 
conducted at the se ag Am Nash Cars, Bonds 
itorium, s Angeles, July 12-21. . ; 
The Pacific sen ro Association Chicago, Feb. 7.—Quaker O: 
and Southern California Radio & | COMpany will announce tomorrow 
Electrical Appliance Association} Via its CBS show, “Those We)- 
have become participating oper-|sters,’ a new spring contest wi’ 
ators of the show, raising the| attractive prizes for those wi 
number of member trade associa- | best complete the sentence 
tions to 14. “Quaker Oats (or Mother’s Oat: 
is America’s best-loved cereal be- 


Chaplin Joins Dwight cause . . .” 

C. Frederick Chaplin has re-| Full-color comic ads in one- 
signed as manager of the Cleve-| half and one-third page sizes wil] 
land sales office of Champion 
Paper & Fibre Company to become 
vice-president and sales manager 
of Dwight Brothers Paper Com- 
pany, Chicago. 


Ss 


oT 


ee 


Cook Transferred 

Delbert Cook, previously with 
McCann-Erickson in Minneapolis, 
has been transferred to Chicago, 


where he will work on the Swift 
& Co. account. 


TR WUE is Sereng 

MRSS eemeny teprome 
Whee rn, smoking 

MY Biteksiens ¢ 


HERE’S THE FIRST of a new series of advertise— 
ments for Blackstone Cigars that will appear 
frequently in The Saturday Evening Post, Life and 
Time magazines. This space advertising, through 
pictures and words, ties in with the mood of 
Blackstone’s radio theme song —— one of the 

first theme songs ever put on the air. 


A REGIONAL SHOW that tops most network musical 
programs in ratings. It’s the Fort Pitt Brewing 
Company’s TAP TIME, originating on Station KDKA, 
Pittsburgh, every Tuesday evening. Photographed 
above are musical director Maurice Spitalny and 
singers Mary Martha Briney and Bob Carter at the 
four—hundredth broadcast. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 


Advertising 
NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND °* PITTSBURGH 
MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD * LOS ANGELES * DETROIT JUST FIMISH THIS SEnTENcE— 


‘Quaker Oats is Americas Best. 
Loved Cerea/ Because...." 


peals ve wnal 


‘ent Deomenaom regia none 


ker Oa 


break Feb. 10, and 600-line ads in 
300 newspapers will describe the 
contest during the following week. 
Quaker Oats promises six new 
Nash Ambassador automobiles and 
$2,500 in Victory bonds and stamps 
to winners. The autos feature in- 
a-car beds and Zenith radios, En- 
try blanks will be available only 
in grocery stores. Each entry must 
be accompanied by a trademark 
of the product. The contest closes 


AFTER YOU SHOOT wild game, then what? Seeing the 
need for an authoritative source of information, 
Remington Arms Company, Inc., offered a new book, 
"How to Dress, Ship and Cook Wild Game," in outdoor 
and farm publications. Result? Thousands of people 
sent in dimes for this book, which broke all company 
records for inquiries resulting from advertising. 


HOMEMAKER’S DIGEST is a unique magazine — bought 
and distributed by gas companies. Originated 

by BBDO for Servel, Inc., it condenses timely 
features from leading women’s magazines. Along 
with the editorial content are interesting arti- 
cles giving helpful information about home appli- 
ances. First print order exceeds one million. 


at midnight, April 1. 

Display material for the grocer 
will include stack signs, price 
markers and over-wire hangers, 
broomstick and store billboard dis- 
plays. 

Ruthrauff & Ryan is the agency. 


Manufacturers Merge 


Ferris Factories, Inc., York, Pa., 
has been formed to manufacture 
automotive and hardware special- 
ties. The company, which repre- 
sents a merger of Wings, Inc., and 
Peter Pulverizer, Pres., Inc., plans 
an advertising campaign to begi! 
next summer in general magazine 
and newspapers, through Foltz- 
Wessinger, Inc., Lancaster, Pa. 


“SINCE THIS IS THE ONL 
WAY MOST OF THE RESIDENT 
KNOW WHAT IS GOING ON...” 


This, from a community half-way between 


Chester and Philadelphia, proves that the 
latter's great newspapers can not equal 
the job the Chester Times does for the 


hometowns of rich Delaware county. 


*From letter to Times from 
Collingdale Red Cross chairman. 


Chester, Pa. 


| A. G. Hill, pub; ©. L. Eanes, gen. mor.; D. ! 
McKay, local adv. mgr. 
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EVERY SINGLE PAGE 


A Magnetic Attraction 


Here and there, every magazine scores its read- 
ership highmarks. But for consistent intensity of 
interest — page after page, cover to cover — that 
carries through editorial and advertising pages 


alike, count on Sunday Pictorial Review. 


In the new Daniel Starch study of P. R. reader- 
ship, you'll actually find the ads rivaling top 
editorial features. Think of it— every editorial 
feature attracts from 62% to 91% of readers, 
both men and women — every page ad stops from 
58% to 79%. 


That's the kind of assured pulling power your 
copy acquires when you put it in P. R. —the sup- 
plement that was built from the beginning to win 
record readership —the supplement that record 
readership has built in a year and a half into 


one of America’s most potent media. 


Call Hearst Advertising Service today for the 


whole story of this eye-opening new study. 
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REVIEW 


covering 5%4 million families in 10 major markets 
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through the Sunday Issues of: 


New York Journal-American Detroit Times Los Angeles Examiner 
Baitimore American Chicago Herald-American San Francisco Examiner 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel Seattle Post-Intelligencer % 


+Boston Advertiser 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


Represented nationally by HEARST ADVERTISING SERVICE +Starting April 7, 1946 
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This is one of a series of advertisements 
appearing in automotive trade publications. 
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Hurt Joins Bauerlein 


Marshall Hurt, previously ac- 
count executive and research di- 
rector of Wendell P. Colton Com- 
pany, New York, has joined the 
executive staff of Bauerlein Ad- 
vertising Agency, New Orleans. 


Elects Sibbert V.P. 


Raymond W. Sibbert, assistant 
general sales manager of Gooder- 
ham & Worts, Detroit, has been 
elected vice-president in charge of 
monopoly states. 


Feiss Opens Office 

Announcement has been made 
of the opening of a new organiza- 
tion, S. L. Feiss, at 489 Fifth Ave., 
New York, to serve as eastern ad- 
vertising representative for trade 
and consumer publications. 


Appoints Nagle 

Ted Nagle, formerly associated 
with United Service and Bendix, 
has. been appointed director of 
sales and advertising of Hydraulic 
Machinery, Dearborn, Mich., and 
its associated companies. 


Bowers to ‘Parade’ 


W. V. Bowers, for the past three 
years food specialist with Ameri- 
can Magazine, has joined the sales 
staff of Parade in a similar capac- 
ity. 


Moody Appoints Bayard 


Jere Bayard and Associates, Los 
Angeles, has been appointed ad- 
vertising and public relations 
counsel for W. R. Moody, manu- 
facturer of the Travl-Tag line of 
transparent plastic luggage labels. 
Publications in the giftware, lug- 
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gage and leather goods, stationery, 
office supplies and novelties fields 
will be used. Consumer magazines 
will include Esquire, Holiday and 
Vogue. 


Cowles Plans Expansion 

Gardner Cowles Jr., president 
and treasurer of the Des Moines 
Register and Tribune, has an- 
nounced plans for construction of 
two seven-story annexes to the 
present plant, which will house 
new presses and give the com- 
pany 50% greater productive ca- 
pacity. 


TIME 


THE WEEKLY NEWSMAGAZINE 


4:, 


(Established May 5, 1941) 


LATIN AMERICAN EDITION 


CIRCULATION: More than 40,000 net paid . 


4 WAYS T0 
WORLD MARKETS 


You can use any one of these four 
Time editions—or any combination 
—to deliver your export sales story 
to your key customers everywhere 


2. 
CANADIAN EDITION 


(Established May 3, 1943) 


CIRCULATION: More than 85,000 net paid... 
(nearly doubled since °43) . . . 90% of subscribers are 
active in business, professions, or government . . . 
readers pay $5 a year for Time in Canada. 
DISTRIBUTION: Printed in Chicago for mail delivery 
to all 9 Canadian provinces, the Northwest Territories, 
and Newfoundland. 


MECHANICAL: Standard Time-size page (7 !;«/’x 10’’) 
... black-and-white ads in gravure . . . covers and color 
inserts in letterpress. 

RATES: 13-page campaign costs $4,940 in black- 
and-white; $6,669 in 2-color inserts; $7,410 in 4 colors 
(inserts or inside covers); $9,295 for back cover. 


Most important to the key people 


TIME-LIFE Yulernatonal ADVERTISING OFFICES: New York, Chicago, Boston, Philadelphia, 


(tripled since air express began). . . 40% of subscribers 
are U. S. citizens; 36% are Latin Americans; 24% are 
European Nationals . . . 3 out of 4 are active in busi- 
ness, 96% of whom specify or consult on their firms’ 
purchases from U.S. . . . readers pay $7.50 to $10 a 
year for Time in Latin America. 


DISTRIBUTION: Printed in Jersey City for air express 
delivery to all 20 nations south of the Rio Grande. 


MECHANICAL: Standard Time-size page (7 };6’’ x 10°’) 
. . . black-and-white ads in offset . . . covers and color 
inserts in letterpress. 


RATES: 13-page campaign costs $4,940 in black-and- 
white; $6,669 in 2-color inserts; $7,410 in 4 colors (in- 
serts or inside covers); $9,295 for back cover. 


3. and 4. 
ATLANTIC and PACIFIC 
OVERSEAS EDITIONS 


Time's present Overseas Edition, set up as an interim 
operation in May 1943, will be divaded into Atlantic 
Overseas and Pacific Over: ase gui July 1. v 

a 


Fastest-growing aba Nite Sinternati Bhs TIME 
nchpri ‘ites oO 


Overseas is now nee reign centers, 
from negatives aga); .S. The new editions 
will be branchpr inMilarly at eleven strategic points 
—a distBe improvement which should help to 
accelerate circulation gains substantially. 


Time Atlantic Overseas will be branchprinted in Sweden, 
Britain, France, Italy, the Middle East, and South Africa. 
Time Pacific Overseas will be branchprinted in Hawaii, 
the Philippines, Australia, China and India. 


Base page rate for Atlantic Overseas will be $600; ror 
Pacific Overseas it will be $400. 


in the world markets most important to you. 


Cleveland, Detroit, San Frencisco 


Apex Brand Name 
Returns to Ads 


in National Drive 


Cleveland, Feb. 5.—Apex Eler- 
trical Mfg. Company has resumed 
product advertising with the lare- 
est national campaign in the com- 
pany’s history. One phase of the 
drive emphasizes the brand name 
of Apex on cleaners, washers and 
ironers, and a separate appropria- 
tion has been allocated to nation] 
copy for the new Apex automatic 
washer, exhibited in New York 
last week. 

Institutional ads, showing four 
of the company’s products, broke 
in the Jan. 7 Saturday Evening 
Post, and will be followed by 
copy in Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping and Ladies’ Home Jour- 
nal. Meldrum and Fewsmith is 
the agency in charge. 

Teaser lines promote the new 
washer as “coming soon ... with 
revolutionary new washing ac- 
tion.” Over-all slogan for the 
campaign is “The peak of quality 
for more than 30 years.” 

In addition to national maga- 
zines, Apex plans to use news- 
papers and 24-sheet posters in 
special markets, plus point-of- 
sale and dealer aid material. The 
appliance company has increased 
its dealers from 2,500 prewar to 
a current 11,000, and has a total 
of approximately 86 distributors. 

Apex appliances probably will 
not be on the market before mid- 
year, company Officials believe. 
When queried as to price of the 
new washer, they said it will be 
on a comparable scale to its com- 
petitors—the Bendix washer and 
Westinghouse Laundromat, which 
are in the $200 bracket. 

The new washing machine, of 
standard kitchen cabinet height, 
employs a new principle which 
cleanses clothes in a four-cycle 
process of washing, rinsing, dry- 
ing and fluffing in 17 to 25 min- 
utes. It employs what is de- 
scribed as a “bouncing basket” 
action in place of the cylinder or 
agitator action used in other 
washing machines. 


Ad Series Tests 
U.S. Interest 
in Puerto Rico 


New York, Feb. 6.—Puerto Rico 
Development Company, San Juan, 
through McCann-Erickson, Inc., is 
using page ads in Business Week, 
Fortune and Nation’s Business to 
find out how extensively Ameri- 
can business men are interested in 
“establishing suitable enterprises” 
in that country. 

The test campaign will run sev- 
eral months and if the ads create 
sufficient inquiries, probably wil! 
be expanded. The copy carries 4 
coupon box promoting a 48-page 
illustrated brochure, “Industria! 
Opportunities in Puerto Ric», 
U. S.,” from which business men 
can glean facts on Puerto Ricos 
advantages, labor supplies and ac- 
cessibility to both North and South 
American markets. 


Appoints Protzel 


J. S. Protzel, formerly manag:' 
of the New York office of Can - 
bridge Rubber Company, Can - 
bridge, Mass., has been appointee: 
sales manager of Bristol M!®. 
Company, Bristol, R. I., and tle 
Maurice C. Smith & Co., Prov - 
dence. He will direct sales of the 
Bristol’s play and casual sho 
produced by Smith and the Brist« - 
lite line of canvas and waterpro 
footwear made by Bristol. 


Fowler Joins Melster 
B. A. Fowler has been namé¢ 


|sales manager of Melster Candie 


Cambridge, Wis. He will devot 
most of his attention to produ‘ 
tion, purchasing and plant mal! 


| agement. 
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0,000 to help you 
Create Better 


Ee ——— ee 


— 


A copy will be mailed 
upon request. 
Ask for Booklet E1 


We invested this substantial amount in this book about NATIONAL loose leaf binders because 
we believe the correct “housing” for today’s catalogs, price lists, sales portfolios and manuals 
is vitally important. This book will give you all the latest information on binding mechanisms, 
materials and designs for such publications. Preliminary distribution has demonstrated that it is 
a MUST for the reference files of Sales and Advertising Managers, Advertising Agencies and 
all business execulives interested in the preparation of books of this type. It is a sure guide to 
efficiency, quality and appearance. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


@ NEW YORK—100 AVENUE OF THE AMERICAS @ BOSTON—45 FRANKLIN STREET 
@ CHICAGO—209 S. JEFFERSON STREET @ SAN FRANCISCO—747 RIALTO BUILDING 
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Non-Spoil Cream 
Tests Reactions 
of Florida Women 


Avoset Promotes 
‘Dairy Cream That 
Keeps for Months’ 


San Francisco, Feb. 7.—Rich 
dairy cream that keeps its qual- 
ity and flavor for years will be 
introduced to eastern consumers 
Feb. 15 when Avoset, Inc., 
launches an intensive Florida cam- 
paign. 

During the next three months, 
5,300 lines of newspaper advertis- 
ing, plus radio spots and store 
demonstrations, will introduce 
consumers in Jacksonville, Miami, 
Tampa and St. Petersburg to 
Avoset stabilized dairy cream— 


“the dairy miracle that’s 99.8% 
real cream, yet stays sweet until 
you need it.” Two types will be 
promoted in the Florida effort, 
which will continue throughout 
the year: a table grade, for every 
table cream use, and a whipping 
grade. 

Behind the promotional effort 
lies an interesting story of the de- 
velopment of a series of patents 
by George Grindrod in 1939 
whereby fresh dairy cream could 
be sterilized and stabilized (using 
minute quantities of sodium al- 
ginate, vegetable stabilizer) to the 
point where it retains its taste 
and flavor indefinitely. Samples 
over two years old which have 
not lost flavor are reported, and 
last year, when the process was 
reported to the industry, it was 
revealed that all production is 
stored for six days while labora- 
tory tests are made—a technique 
which would be fatal to untreated 
cream. 

Avoset, Inc., is a subsidiary of 
Smith, Kline & French, Phila- 
delphia pharmaceutical house, and 


an affiliate of California Milk 
Products Company, in whose plant 
at Gustine, Cal., the new cream 
product is processed. 

Avoset was first developed to 
make fresh-tasting dairy cream 
available in places where the 
fresh product was difficult or im- 
possible to obtain, Alaska, Hawaii, 
steamship lines, and oil companies 
operating in foreign fields consti- 
tuted its first markets. 

The product has been adver- 
tised and sold in Alaska and 
Hawaii continually since 1941. Its 
popularity in Hawaii reached the 
point where restaurant customers 
were being asked: “Do you want 
Avoset or fresh cream?” 


Started Tests in 1942 


First mainland test marketing 
of Avoset took place in 1942. In 
February of that year a small and 
successful campaign covered Reno, 
Nev. In April a powerful test 
drive was launched in Portland, 
Ore. This well received promo- 
tion was discontinued in Novem- 
ber of that year because of gov- 
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ernment restrictions and orders. 

The latest campaign in the con- 
tinental United States opened in 
October, 1945, at Portland and will 
continue throughout 1946. In ad- 
dition to large-space newspaper 
advertising, the current Portland 
consumer drive is using radio and 
demonstration in the larger grocery 
outlets. 

Campaign patterns of the 1942 
test in Portland, the present con- 
sumer drive in Portland, and the 
new promotion to start in Florida 
are essentially the same. Avoset 
stabilized cream is offered as a 
supplement to fresh cream, rather 
than a replacement, It is featured 
as a convenient product the con- 
sumer can keep on hand ready to 
solve all out-of-cream, sour-cream, 
and extra cream problems. 


Uses Flash Sterilizing 


Processed in the California 
Milk Products plant, with market- 
ing handled by Avoset, Inc., all 
operations are under supervision 
of Mahlon K. Jordan, executive 
vice-president at San Francisco. 
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1. MONOTONE 


_) One-color printing 
_] Two-color printing 
() Four-color process printing 


3. RECEPTIVITY 


| () How paper takes and holds ink 
() How paper absorbs moisture 
|) How paper receives coating 


This advertisement is one of a series 
appearing in four colors in Fortune, 
Nation’s Business, United States 
News, Newsweek and Business Week. 


Test your word knowledge 


of Paper and Printing 


2. OPACITY 


() Transparency of paper 
_) Degree of brightness 


C) Quality of preventing “show through” 


4. UNDERLAY 


_ | First run of color 


C] Method of building up pressure on a form 


C) Felt blanket under press bed 


ANSWERS 
Monotone is the word to desig- 3 Receptivity or Ink Affinity is the 
nate one-color printing. Whether term used to denote how printing 
you print in monotone or four-color paper takes and holds the ink. And 
letterpress, smooth, lustrous Level- vou find this quality in a superlative 
coat* Printing Papers give faithful, degree in Levelcoat Printing Papers. F leteol 
ormonotone ormuitt-coior 
life-like reproduc tron. : : . yrinting in publications, 
4 Underlay is a method of build- P “it Rares rest 
2 Opacity is that quality in print: ing up pressure on a printing yey pu pre ail. 
ing paper which prevents “show form, especially under denser tones select one of these grades 
through “— keeps dark printed areas and solids, to assure perfect repro- Trufect. Multifect, 
on or in contact with the back side of duction. But this painstaking process Fallscoat orHyfect 
the sheet from being seen. Kimberly- is unavailing without the best in paper Kimberly - Clark Corpora- 
Clark achieves high opacity in Level uniformity, texture and printability tion, Neenah, Wisconsin. 


coat by using 


quality ingredients. 


only carefully selected 


evident in Levelcoat. 


those qualities so outstandingly 
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The local office of Botsford, Con- 
stantine and Gardner has thie 
advertising account. 

In producing the product, top- 
grade dairy cream is “flash ster. 
ilized” so rapidly at high tem- 
peratures that the flavor is not 
harmed, while all bacteria are 
killed. In an amount less thin 
0.2% by weight, the vegetable 
stabilizer is added to the cream 
before sterilization to prevent the 
milk solids from separating. No 
chemical preservatives are used. 
The sterilized cream is homo- 
genized and then hermetically 
sealed in glass bottles. 


Production Limited 


Avoset is used wherever regu- 
lar cream is used. The table grade 
needs no refrigeration before 
opening. It keeps indefinitely un- 
opened and for a week or more 
with refrigeration after opening. 
The whipping type is handled just 
the same as fresh whipping cream. 
It requires refrigeration. By add- 
ing Avoset to a skim milk powder 
and water solution, a fresh 
flavored reconstituted milk is 
easily prepared, 

Although production capacity of 
the plant was reported last sum- 
mer by Food Industries to be only 
600 cases of 36 half-pints per day, 
scarcely enough to cause a serious 
ripple in the market for untreated 
natural cream, productive capacity 
will probably be stepped up 
greatly if the current scattered 
promotional tests prove the prod- 
uct as intriguing to customers as 
it has been to dairy interests. 


J&] Substitutes 
Magazines for 
Radio in 1946 


New Brunswick, N. J., Feb. 5.— 
Johnson & Johnson, which late 
last year discontinued its Edwin 
C. Hill newscast on CBS (AA, Dec. 
17), will promote adhesive band- 
ages this year exclusively in 
Magazines, 

In taking this step, a spokesman 
told ADVERTISING AGE, JOhnson & 
Johnson will be in a position to 
take advantage of the first oppor- 
tunity in four years to examine all 
media in a free market. The 
magazine advertisements will fea- 
ture a large illustration of the 
Band-Aid package, and this visual 
presentation will be tied in with 
an extensive point - of - purchase 
program. 

Twenty-five insertions will be 
scheduled in The American 
Weekly, Collier’s, Life, Look and 
The Saturday Evening Post, and 10 
insertions will run in Country 
Gentleman, Farm Journal, Time, 
Parent’s Magazine, and True Story. 

Young & Rubicam, New York, 
is the agency. 


Named to Sales Post 


Arthur E. Welch, formerly vice- 
president and treasurer, has been 
named to the newly created post 
of vice-president in charge of sales 
of Aireon Mfg. Corporation, Kan- 
sas City, Kan. 


“Hungry? No, it’s just that I like i" 
Alka-Seltzer program on WH 
Flint.” 
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a letter. A letter from London. A letter with a quaint reference to ‘‘quality 
and quantity.”’ A letter done with a sense of British humor which has been 
causing many a chuckle in advertising circles since the number two aviation 
magazine has been showing it around. The letter was secured in a vain effort 
to refute the facts contained in four advertisements published by AERO 
DIGEST in 1945 (in Printers’ Ink, Advertising Age and other leading 
advertising publications) which so definitely established AERO DIGEST’S 
EDITORIAL SUPERIORITY that the number two publication tried to 
disprove facts published by the Royal Aeronautical Society of London—one of 
the pubiications referred to in the four advertisements. There were three others 
— all in the United States — why, then, get a letter from London when one 
could have been gotten much quicker from American authorities at Wright 
Field, Chicago and Washington ? 


Here (4 4 brief of the four advertisements ; 


No, 7 —-r1cT1I0n vs. FACT” — wherein it was 
shown that the Royal Aeronautical Society of London 
had sent to its membership, embracing the world’s 
leading aeronautical engineers, a list of 


325 articles from AERO DIGEST 
199 articles from the /2 publication 75 quotations were from AERO DIGEST 


A lead of 126 articles in favor of AERO DIGEST _33 quotations were from the /2 publication 
A lead of 42 quotations in favor of AERO DIGEST 


No. 4 — -coverNMENT DOCUMENT (Washing- 
ton) FURTHER ESTABLISHES THE EDITORIAL 
SUPERIORITY OF AERO DIGEST” — wherein it 
was shown that 


No. 2 — “MORE PROOF OF AERO DIGEST’S 
EDITORIAL SUPERIORITY” — wherein it was 4 T of al of the selections by these four leading 


shown that the Army Air Force Technical Data Digest, publications shows 


Wright Field, Ohio, used 1017 mentions for AERO DIGEST 
145 quotations from AERO DIGEST 669 mentions for the ‘2 publication 
119 quotations from the ‘2 publication A lead of 348 mentions for AERO DIGEST 


A lead of 26 quotations in favor of AERO DIGEST 


No, 3 — “THREE STRIKES AND OUT” — wherein 


it was shown that the National Research Bureau’s es yA) / the letters in the 
Aviation Digest-Index, Chicago, used h a ct 4 
disprove these 
472 excerpts from AERO DIGEST / Ue cannot al 4 
318 excerpts from the /2 publication W o7 


A lead of 154 excerpts in favor of AERO DIGEST 


AERO DIGEST 


515 MADISON AVE., NEW YORK 22, N. Y. 


America’s Premier Aeronautical Magazine 
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THINGS ARE HAPPENING IN THE OIL CAPITAL TBA’ 
VITALLY AFFECT THE MARKET FOR YOUR PRODUCT 


When American Airlines, one of the world’s largest air 
transport systems, recently leased the Tulsa Modification 
Center as its chief maintena nce, repair and conversion 
base it meant a concentration of several thousand highly 
paid employes in Tulsa when American’s program is com- 
pleted. 
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With this new industry's large annual pay roll added to 
those of the oil industry and kindred lines, it will mean 


an even greater purchasing power in Tulsa for your 
product. 


Consider, then, a better-than-average income in the hands 
of people who want quality in the things they buy and you 
have a market well worth cultivating. 


Yes, it will pay you well to TELL and SELL them on the 
merits of YOUR product through the pages of the news- 
papers THEY READ. 


OIL CAPITAL NEWSPAPERS y | i 


TULSA WORLD © TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. | 
\ 
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Tulsa Modification Center with a total of 
659,700 square feet of space under 
roof. In the hangars, each 160x600 ft. 
American will center its maintenonce of 
its present fleet of DC-3 airplanes, its 
conversion of four-engined C-54 planes 
and its future fleet of short and long 
range craft. 
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Public’s Liquid 
Assets Add Up 
to $181 Billion 


Washington, Feb. 7—An un- 
precedented total of $181 billion 
in liquid assets was held by in- 
dividuals in the United States at 
the close of 1945, according to 
estimates of Treasury Department 
statisticians. 

Of this amazing total, $64 bil- 
lion was in federal securities, half 
of which consisted of Series E 
savings bonds. Various types of 
savings accounts accounted for $54 
billion, while checking accounts 
and actual currency in circulation 
made up the remaining $63 bil- 
lion. Currency circulation is at 
the all-time record high of $26 
billion. 

During the last six years (1939- 
45 inclusive), the Treasury ex- 
plains, the federal government 
spent $365 billion in all, or a little 
over 35% of the aggregate ex- 
penditures made by everybody in 


the country. In the same period, 
federal taxes brought in $156 bil- 
lion, or about 40% of expendi- 
tures. 

As a result the federal govern- 
ment had a deficit of $209 billion, 
equal to about 20% of the gross 
income flow, while, says the Treas- 
ury, “everyone else as a group 
had equivalent liquid savings. It 
was this large volume of liquid 
savings which was _ responsible 
almost entirely for the $214 bil- 
lion increase in liquid assets dur- 
ing the last six years.” 


Lewis Joins AA 

Gorden D. Lewis, formerly ad- 
vertising manager of Florists’ Re- 
view, has been appointed manager 
of the sales and service depart- 
ment of ADVERTISING AGE and 
affiliated publications. He suc- 
ceeds James P. Dobyns, who has 
been named manager of promotion 
and research. Mr. Lewis was for- 
merly publisher of Printing In- 
dustry, and in addition to service 
as advertising manager of National 
Safety News operated as a pub- 
lishers’ representative in Chicago 
for several years. 


New Bien Jolie Drive 


The Alfred F. Tokar Advertis- 
ing Agency, Newark, N. J., has 
released a spring schedule for Bien 
Jolie foundations in 50 metropoli- 
tan newspapers from coast to 
coast, and using full pages in 
Charm, Glamour, Harper’s Bazaar, 
Mademoiselle and Vogue. Bien 
Jolie is continuing to sponsor 
Dorothy Kilgallen on the air. 


Opens L. A. Office 


Gil-Bert Teen Age Services has 
opened a Los Angeles office at 
1680 N. Vine St., with Ross Gil- 
bert as manager. Headquarters 
of the organization, which spe- 
cializes in teen-age counselling for 
advertisers, have been moved to 
228 N. LaSalle St., Chicago. 


WSJS Promotes Essex 


Harold Essex, managing director 
of WSJS, Winston-Salem, N. C., 
has been named vice-president in 
charge of radio operations of the 
Piedmont Publishing Company, 
owner of the station and publisher 
of the Winston-Salem Journal and 
Twin City Sentinel. 


Advertising Age, February 11, 1946 


Rives Promoted by 
‘Oil & Gas Journal’ 


Wayne Rives, who has been the 
Houston representative of Oil & 
Gas Journal, Tulsa, Okla., has been 
appointed advertising manager, 
succeeding Ernst Klappenbach, 
who died recently. 


Tracy-Locke Adds Space 


Tracy-Locke Company, Dallas 
agency, has expanded its offices in 
the Guardian Life building to pro- 
vide larger quarters for various 
departments. 


Agency Moves Office 
Abbott Kimball Company has 
established offices in the Fairmont 
Hotel in San Francisco. The office 
will serve the Koret of California 
account and handle general ad- 
vertising. Miss Frances Keith has 
joined the staff as fashion director. 


Names Hirshon-Gartield 


R. H. White Department Store, 
Boston, has appointed Hirshon- 
Garfield, New York, to handle ad- 
vertising. 


“One bushel of oysters, 


and a case of beer.” 


Maybe You Can Afford It 
--- but is it GOOD BUSINESS ? 


MAYBE you 


can afford the luxury of buy- 


ing nearly 1,300,000 daily newspaper circu- 


lation to reach 


the 1,000,000 families in the 


14-county Philadelphia ABC trading area. 


But is it good business to contract for 


some 300,000 


more readers than there are 


household units in America’s 3rd Market — 


when a little elementary field research dis- 


closes that you’re completely by-passing 


well over a quarter million families in your 


primary audience? 


That’s the 
you re trying 


list that gives 


net of your problem when 
to put together a newspaper 


you complete access to the 


$5 billion effective buying income* of the 
Quaker City market. 


*Sales Vanagement “Survey of Buying Power,” May 15, 1945. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY «- HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia, Detroit, Cleveland 


The solution lies in analyzing the daily 


newspaper reading habits of the people of 


Philadelphia. 


You'll find that Philadelphia traditional- 


ists read one, or both, of the two conserva- 


tive Quaker City dailies. 


Liberal-minded 


Philadelphians buy, believe in and support 


The Record. 


That’s why selling Philadelphia isn’t a 


mere matter of buying the two largest avail- 


able units of newspaper circulation. 


What 


really counts is reaching ALL the people on 


both sides of the liberal-conservative divide. 


Hence the merchandising axiom that has 


become a commonplace with successful ad- 


vertisers in America’s 3rd Largest Market... 


“It takes 
cover Philadelphia’. 


The Record and One Other to 


Chrysler Doubles 
List Carrying 
Comic Strip Ads 


Detroit, Feb. 6.—After a full 
year’s test of newspaper comics 
as a medium for automotive mes- 
sages, the Plymouth division of 
Chrysler Corporation has taken 
this program off its “experimenta]”’ 
footing and increased its potential 
readership by more than 200%. 

The Plymouth advertising comic 
—an adventure strip labeled 
“Chuck Carson”—will now appear 
in twice as many Sunday supple- 
ments, raising its circulation to 
approximately 4,700,000, compared 
with the 1,500,000 circulation of 
the original list. 

Joseph E. Bayne, Plymouth gen- 
eral sales manager, attributes at 
least a part of “Chuck Carson’s” 
early success to a careful com- 
bination of the genuine entertain- 
ment value of the popular adven- 
ture story with commercial mes- 
sages designed not only for gen- 
eral palatability but also slanted 
in the public interest. 


Readership Is High 


“Painstaking adherence to this 
formtla produced readership divi- 
dends averaging 58% ‘read most’ 
among men over a long period, 
and 47% among women, topping 
all other comic strip advertising 
in the papers in which it appears,” 
Mr. Bayne said, in announcing 
the expanded program. “The big- 
gest achievement automotive-wise 
is the successful use of a story 
in which the central character, 
Chuck Carson, is a Plymouth 
dealer—composite counterpart of 
the dealers who sell and service 
Plymouth cars. 

“The main commercial message 
is limited to one panel at the end 
of the strip devoted to suggestions 
on car care, safe-driving tips and 
other ‘public interest’ subjects, 
and an invitation to ‘Let your 
Plymouth dealer help you.’” 

The commercial portion of the 
strip also offers free copies of the 
company’s “All-American High- 
way Booklet,” which contains il- 
lustrations of things of interest 
along the route uniting North and 
South America. 

Grant Advertising, Inc., is the 
agency handling this phase of 
Plymouth’s advertising. 


LaRoche & Ellis Names 
Haussamen Copy V.P. 


Crane Haussamen, formerly copy 
supervisor with Compton Adver- 
tising, Inc., New York, and with 
OWI during the war, has joined 
LaRoche & Ellis, Inc., New York, 
as vice-president in charge of 
copy. 

Mr. Haussamen served in Was!- 
ington with the domestic branch 
of OWI where he became chair- 
man of the plans board. In this 
capacity, and previously as chief 
of war program coordination and 
copy chief, he was closely identi- 
fied with nationwide wartime ac- 
tivities of the Advertising Coun- 
cil. 


.-.- ALL SET FOR THE 
CAR OF TOMORROW 


High premium gas of prewar days is n 
standard at your gas station. New mot 
are being designed to capitalize the hig! 
octane gas. The car of tomorrow (perha; 
1947 models, say some) will be equipp* 
for the super 100-octane gas that the 1 
fining industry contributed to the wat 
aviation program. 

The fact that the entire refining indust: 
must now fall in line to produce the high« 
octane gasolines means new equipment t 
the tune of $3 billions. Our nearest re} 
resentative will break down the figures { 
you. 


PETROLEUM REFINER 


Clevelanc 
Los Angeles 


New York 
Tulsa 


Houston 
Chicago 
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of the 
High- 
cv FTER World War I—140 concerns went into the manu- factors—an intimate knowledge of wholesale and retail 


h and facture of radios. When the competitive race had channels in important markets. 


settled down, 25 of these had emerged as sales leaders. — oe 
And right there is where the Hearst Advertising Service a 


“s Today, by conservative estimate, 147 manufacturers are man can be of service to you. For his is a newspaperman’s 
Pe either making, or planning to make, radio sets. When knowledge of sales terrain—localized information drawn 


dver- the competitive race settles down this CALL THE H-A-S MAN from daily contacts with retailers, 
joined time, which will be the leaders? 


wholesalers and sales and advertising 
Just drop us a note 


saying, ¢ ‘I’m interested executives by reporters with a nose 


in your market infor- 


Wash- Other things being equal, the leaders a 


mation on (name your 


chair- will be the companies with the best sac ahisaimias,** 
ii 4) é 2 roduc). 


distribution system and the strongest ‘Whether your product he tadice, 


: : refriger r r razors — 
ne ac- sales structure at strategic points efrigerators or razors —baby food, 


throughout the nation cereals or soluble coffee — H-A-S has, or 


can get, the facts important to sales 


THE Building a sound sales structure calls and advertising executives. Call the 
8 Fo 


ow for an on-the-spot grasp of distribution H-A-S man Mow. 


4 


—- HEARST ADVERTISING SERVICE 


is n 


Nish HERBERT W. BEYEA, Manager aisles 
oa 959 — 8th Ave., New York 19, N.Y.— Offices in principal cities 
a Representing: 
—-. New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
can | 


gel Baltimore News-Post-American + Boston Record-American-Advertiser +* Detroit Times + Albany Times-Union 
ade San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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‘Journal of AMA’ 
Calls Penicillin 
Brand Names Silly 


Chicago, Feb. 6.—Manufactur- 
ers “have become downright silly 
and offer penicillin under so many 
names that only a professional sol- 
ver of cross-word puzzles could 
guess the nature of the products 
that these names conceal,” the 
Journal of the American Medical 
Association declared in an editorial 
last week. 

The editorial condemns penicil- 
lin manufacturers for letting ‘their 
imaginations and greed run riot in 
a search for specific trade names 
to designate some penicillin prod- 
ucts,” and points out that the 
name “penicillin” was deliberately 
chosen as a descriptive title of the 
new drug. Among new names 
listed are Amphocillin, Penioral, 
Bucillin, Topicillin, Delacillin, 
Ledercillin-G and Per-Os-Cillin. 

“Some of these are for oral use,” 
the Journal says, “some for local 
application, one is to be mixed ‘be- 
fore taking’ with something else. 
The promulgators of these prod- 
ucts and their sale are interested 
in helping their own pocketbooks 
by trying to make certain that the 
prescribing physician will limit 
himself to their products. . . 

“But who could guess that Am- 
phocillin and Bucillin refer to 
penicillin for oral use? ... You 
might surmise the nature of Led- 
ercillin-G, but we will lay eight 
to five that you would miss on 
Penioral. Would you think it use- 
ful especially for gonorrhea? Well, 
that isn’t it. Then what about 
Per-Os-Cillin? Something con- 
cerned with an opening, but which 
one?” 

The editorial predicts that “some 
day scientific aims and business 
promotion will be more closely 
knit” and that “promoters” will 
“finally realize that a scientific ap- 
proach gains the confidence of the 
prospective buyers and really pro- 
motes use.” 


Shaw Joins Maltine 

Oliver Shaw has resigned as for- 
eign sales manager of Schering 
Corporation, Bloomfield, N. J., to 
join Maltine Company, New York. 
He will have charge of the firm’s 
Canadian and foreign operations. 
Robert S. Middlemas, South 
American divisional manager for 
Schering, has been named as Mr. 
Shaw’s successor with the corpora- 
tion. 


K-D Lamp to Peck 


K-D Lamp Company, Cincinnati, 
has placed its advertising with 
Peck Advertising Agency, New 
York. 


Joins Ted Black 


Ted Black Agency, Reading, Pa., 
and New York advertising con- 
sultant, has appointed Samuel 
Black vice-president in charge of 
public relations. ‘ 


— * 
SURVEY REPORTS | 
OF MANY 
REPRESENTATIVE FIRMS 


CARRY THIS IMPRINT... 


f | Ja 


EDWARD STERN & CO., INC. 


Printers Since 1871 


PHILADELPHIA » NEW YORK + BOSTON 
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Printers Issue ‘Review’ 


The Printing Industry of Amer- 
ica, Washington, has begun pub- 
lishing “Graphic Arts Review,” 
monthly review of articles appear- 
ing in business papers that are of 
interest to executives of the print- 
ing and allied trades. 


Named Publicity Head 


Miss Geraldine B. Sheldon, for- 
merly secretary to Grant F. Ash- 
backer, president of WKBC, Mus- 
kegon, Mich., has been named 
publicity director of the station. 


Schnabel to ‘Record’ 


Dudley C. Schnabel, formerly 
with Midland United Company and 
Bozell & Jacobs, has been ap- 
pointed manager of the New York 
office of Manufacturers Record. 


Plastics Show April 22 


The first National Plastics Ex- 
position will be held in Grand 
Central Palace, New York City, 
April 22-27 under auspices of the 
Society of the Plastics Industry. 
Some 206 companies are expected 
to participate in the exhibition. 
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Two Join Newhoft 


Malcolm MacDonald, formerly 
with Paris & Peart, New York, as 
account executive, has _ joined 
Theodore A. Newhoff, Baltimore, 
in the same capacity. John K. 
Healy, recently released from the 
Navy, has been named business 
representative. 


Tubular Promotes Smith 


L. J. Smith, assistant sales man- 
ager of Tubular Rivet & Stud 
Company, Quincy, Mass., has been 
promoted to sales manager. 


Godwin Named Director 


Dr. Francis Godwin, Latin 
American research expert and for- 
merly associate director of Armour 
Research Foundation, has been 
named director of the Inter. 
Amercan Research Service. 


To Garfield & Guild 


Alta Vineyards Company, 
Fresno, Cal., has appointed the San 
Francisco office of Garfield & Guild 
to direct its advertising. Nationa] 
magazines, trade publications and 
spot radio advertising will be used. 


Everybody's going -—- 


W... all booked for an extraordinary 


ride—the most extraordinary in human history. 


It’s the one today’s science is taking us on 
—and it’s going to last the rest of our lives. 


It’s a trip through dazzling realms of new 
ideas, new comforts, new materials, new 
products, new conquests over sickness and 


pain. 


And a new magazine is arriving just in 
time to make this journey completely clear, 
exciting, thoroughly enjoyable. It is SclENCE 
ILLUSTRATED. It will interpret what science is 
doing to us, what it’s going to do, in an utterly 
new way—crisply, pictorially, and above all, 


enrich their lives. 


authoritatively. More than sixty percent of 
editorial matter will be pictures. 


ScIENCE ILLUSTRATED, naturally then, wil! 
attract a unique kind of audience. It will be a 
peculiarly alert, inquiring one. They will be 
people eager to read news and information 
about new things and new means which ma\ 


They will be a highly at 


tentive, thorough-reading kind of audienc 


an advertiser will 


This audience, then, will be one whic! 


be particularly anxious t 


secure for his message. 


First issue of ScIENCE ILLUSTRATED Wi 
be on newsstands this April. 


Adve 
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Deering, Milliken 
Begins Advertising 
After 81 Years 


New York, Feb. 6.—For the 
first time in its 81-year history, 
Deering, Milliken & Co., manufac- 
turer and distributor of cottons, 
woolens and rayons, is planning 
an advertising campaign. Young & 
Rubicam will handle the account. 

In the past only the company’s 
sheets and cases have been sold 


under a brand name. The new 
campaign will feature woolen 
products under a brand. Media 
plans have not yet been completed. 

Deering, Milliken & Co. was 
founded in 1865 in Portland, Maine. 
A New York branch was opened 
in 1867 and headquarters were 
moved to this city in 1869. The 
company has four woolen mills in 
the south and plans to install ma- 
chinery for manufacture of wor- 
steds. Branch sales offices are 
maintained in Boston, Chicago, 
Los Angeles and Dallas. 


Prater Forms Agency; 
Lists New Accounts 


George L. Prater, previously 
vice-president of Anfenger Adver- 
tising Agency, St. Louis, has 
formed his own agency, Prater 
Advertising Agency, at 705 Chest- 
nut St., St. Louis. Mr. Prater is 
president of the agency; Harold 
R. Buschhorn, vice-president, and 
Vion Smirnoff, secretary. 

Accounts which the agency will 
handle are: Falls City Brewing 
Company, Louisville; Merit Cloth- 
ing Company, Mayfield, Ky.; Mon- 
iteau. Woolen Mills, California, 


Mo., and New York, and Whitmire 
Research Laboratories, St. Louis. 
All are accounts which Mr. Prater 
handled while associated with An- 
fenger. 


Starts Hair Tonic Drive 


West Point Hair Tonic, through 
Grey Advertising Agency, New 
York, has started its first major 
campaign featuring a “double your 
money back” offer. The drive will 
continue in leading newspapers in 
New York, Newark, Philadelphia 
and Washington for the next six 
months. 


oe eS : “ : 
“nD 


bs 


25¢ 


@) GREATEST 
TRIP IN 
HISTORY 


-|better go along, too! 


t of 


Advertising forms on the first, April, 
issue close February 10. 


Initial print order, 500,000 copies; circulation guar- 


Science 
ILLUSTRATED 


New McGraw-Hill Magazine— Science brought home to you 


, 


antee 250,000. Twenty-five cents. For further, full 
details, address SCIENCE ILLUSTRATED, 330 West 
Forty-second Street, New York 18, New York. 
Or phone your nearest McGraw-Hill office. 
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GREENVILLE MARKET 


Figure the 
Right 


GREENVILLE, S. C 
("Porumuce’) 34,7394* 
Our city limits were estab- 
lished in 1865 and have never 


been extended beyond a 1% 
mile radius. 


Check 
“his Pact... 


123,000 


DOWNTOWN 
GREENVILLE 


a 


Greenville retail sales are in 
the $50,000,000** class — 
higher than many cities with 
over a 100,000 population. It’s 
the trading center for Green- 
ville County—first in 1944 
food sales ($12,281,000**) in 
South Carolina—and the heart 
of the state’s top market. 


“ 


103% family coverage in 
Greenville County. 62% aver- 
age coverage in the Green- 
ville trading area of 8 coun- 
ties. Combined daily circula- 
tion 75,453. Figure the Green- 
ville market first in South 
Carolina. 


Represented Nationally by 


WARD-GRIFFITH COMPANY, INC. 


*1940 Census 
**Sales Management Estimates—1944 


GREENVILLE 
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Diaperwite Names Hill 
for $250,000 Campaign 


Diaperwite Company, New York, 
manufacturer of Diaperwite 
powder for washing babies’ diapers 
and other white laundry items, 
has appointed Hill Advertising, 
New York, to handle a $250,000 
advertising campaign. Newspapers, 


magazines and business papers 
will be used. 
Fleetfellow, Inc., New York, 


was recently appointed to handle 
national sales and distribution on 
the product. Greater emphasis 


will be placed on distribution in 
new types of outlets such as drug 
stores and department stores, as 
well as grocery stores and chains, 


KECA and WING Win 


Chelsea Cigaret Contest 


KECA, Los Angeles, has been 
named first prize winner of a 
$1,000 bond in the station promo- 
tion contest conducted by Larus & 
Bro. Company, Richmond, among 
publicity and promotion managers 
of American Broadcasting Com- 
pany stations carrying Guy Lom- 


bardo’s “Musical Autographs” pro- 
gram for Chelsea cigarets. 

The promotion featured Chel- 
sea’s Song Title contest, open to 
the public, winners of which were 
announced Feb. 5 on the program. 
Second prize ($500 bond) went 
to WING, Dayton, and five addi- 
tional prizes of $100 bonds were 
awarded WROK, Rockford, IIL; 
WGAC, Augusta; KGFF, Shawnee, 
Okla.; KXEL, Waterloo, Ia., and 
KFMB, San Diego. Warwick & 
Legler, New York, is the Chelsea 
agency, and David O. Alber Asso- 
ciates handled contest details. 
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TACOMA fF 


he OF 
} { OLYMPIA 


Here .. 


See how daily newspapers rank 
in their coverage of Tacoma- 
Pierce County’s 64,700 able-to- 


buy families: 


THE TACOMA 


NEWS TRIBUNE 


Second Tacoma Paper... . 


.in the important 


“Puget Sound Circe 


... 4s concentrated 50% 
of Washington’s business 


-- and TACOMA is a “must” 


for complete coverage! 


SALES MANAGEMENT'S “Survey 


buying income. 


74% 


of Buying Power” says that the 
five lower Puget Sound counties 
account for 50% of Washington 
State’s population ... 51% of the 
retail sales ...57% of the effective 


It's a market de- 


manding complete coverage—and 
that means Tacoma must be on 


For the vital 


Seattle Morning Paper .. . 11% every schedule. 
Seattle Ist Evening Paper.. 5% “Puget Sound Circle” is not cover- 
ed unless Tacoma is covered, and 
Tacoma can not be covered by 
any “outside” medial 
Forest ” 
Products In Washington Always Schedule 
build 
in 
Washington’s 2nd Market 
Tacoma-Pierce County's forest 
products industry turns out 
lumber, plywood, doors, mill- 
work, furniture. It’s a_ big, 
tead reliable payroll — just 
one of many rea ; why Ta- 
coma-Pierce County ranks as Tacoma, l 
Washington's Secor farket] 
. — second Marke Represented Nationally by 
Lorenzen & Thompson, Inc. 
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Magazines, Radio, 
Newspapers Used 


for Borden Coffee 


New York, Feb. 6.—After in- 
troducing its Instantly Prepared 
coffee in newspapers last sum- 
mer, followed by spot radio in the 
late fall, the Borden Company is 
beginning a campaign for the 
product in 14 national magazines. 
First full-page ad appeared in the 
Feb. 2 Collier’s, and is scheduled 
for such magazines as The Amer- 
ican Weekly, Look, The Saturday 
Evening Post and This Week 
Magazine. 

Captioned “A new instant coffee 
that tastes as good as your favorite 
ground coffee,’ the copy offers 
“money back if you don’t agree.” 
Borden differentiates between its 
100% pure coffee and others of 
the “cafe” type which contains 
coffee and other ingredients. Elsie 
the cow appears at the bottom of 
the ad with the slogan “If it’s 
Borden’s, it’s got to be good.” 

In addition to an _ extensive 
newspaper schedule, Borden also 
uses news, morning matinee show, 
and participation programs on 
WABC, New York, KMOX, St. 
Louis, WXYZ, Detroit, WLW, Cin- 
cinnati, KPO, San Francisco, and 
KECA, Los Angeles. 

Kenyon & Eckhardt is 
agency. 


the 


Du-Rite Launches Softee 


Du-Rite Products Company, 
which during the war manufac- 
tured a synthetic soap powder for 
use by the Navy and Maritime 
Commission, will market the prod- 
uct for use in washing clothes and 
dishes under the brand name, 
Softee. Courtland D. Ferguson, 
Inc., Washington, has been ap- 
pointed to handle a forthcoming 
newspaper, radio and car card ad- 
vertising campaign. 


Inland Daily Press 
Association, 62nd midwinter con- 
vention, Congress Hotel, Chicago. 

April 2-5. American Manage- 
ment Association, packaging ex- 
position, Public Auditorium, At- 
lantic City. 

April 23-25. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria 
Hotel, New York. 

April 23-25. National News- 
paper Promotion Association meet- 
ing, Waldorf-Astoria Hotel, New 
York. 

May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Affilia- 
tion of Sales and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- 
tion of America, 42nd annual con- 
vention, Milwaukee. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 

Oct. 17-18. Direct Mail Adver- 
tising Association, annual conven- 
tion, Chicago. 


Campbell Ups Cobourn 


S. William Cobourn, New York 
city district manager for Camp- 
bell Sales Company, distributor of 
Campbell’s soup products, has been 
promoted to eastern division sales 
manager. 


Feldon Moves Offices 


Richard A. Feldon & Co., New 
York, national advertising repre- 
sentative for the National Comics 
Group, American Mercury, Ellery 
Queen’s Mystery Magazine and 
Picture News, has moved to 205 
E. 42nd St. 


Bank Deposits 
Hit Top Near 
300 Millions 


Increase of Cash 
Leaps Since Last 
Survey. in 1945 


i co- 
Reflecting the postwar © 
nomic stability of Long Beach, 
lbank deposits have continue 
climbing, and today stood ata 

} 


| new peak record of $259,464. 
1915.74. This was announce 

\by the local banks in answer to 
le national bank call issued this 


morning. 


|- The deposits show an increase 
| of $28,185,756.52 since the last 


‘ ; nd an 
‘!bank call six months ago a 3a 
increase of $180,208,038 since 
var started. ; 
, Financial leaders pointed t 
} hank deposits as a cheery, t 
ful sign of the future eco 
bof the city. The deposits 


Mr and Mrs. Long Beach, California 
(the wealthiest per capita in America") 
now have 


$259,984, IS. 74 


worth of ability-to-buy on deposit in Lon 
Beach banks! 


Circulation « 
the only medium reaching a majority 

these able-to-buy families, the Long Beoc 
Press-Telegram, continues its all-time hig 
pace—now over 77,000 daily copies poi 


Here’s good news, too! 


* Sales Management's 1945 Effect: 
Buying Income Survey 


Represented Nationally by WILLIAMS, LAWRENCE and CRESMER co. 


Members: Metro Pacific Comics, Pacific Parade, 


Buy-Lines Groups. 


| = j el ee poe “ eee se. 
2 tf : ey Oy S 
mosh? ; ee Pit eee Sok adit oe Cet carci ee wth a ca hie al 
— _ 
ae 
fal | 
| BREMERTON PO US Os =) 
i x sroxane fa : 
se WY 4 A pa 
nae AS bay picrce | oe 
sd . COUNTY | Yaximna a sooo ean eae 
: a jn BEATE, 
ee “CALIFORNIA 
ha PO 
. ee | Po 
ae , PO 14 
_ a to 2, OY: 
na | | ~~ ff 
a 
Se 
; | 
| SS Eg ure wh fe 
| 
eee STSCSSSCSC‘iés 
E — 


1946 


nven- 


aS 


ror THE RECORD! 
N THE YEAR 1945 
THE HERALD NEWS... CAI \ E D 


In Local Advertising ...... 511,900 Lines 
In Legal Advertising ...... . 4,231 Lines 


In National Advertising . . . . 178,811 Lines 
In Classified Advertising . . . . 50,192 Lines 


IN TOTAL ADVERTISING 


745,134 LINES CAIN 


* 


egg ee: 


FALL RIVER, MASSACHUSETTS 


Over 36,000 Daily, A.B.C. 


Represented Nationally By 


KELLY-SMITH COMPANY 


New York Philadelphia Chicago Atlanta 
Boston San Francisco Detroit 
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La Boheme Gears 
Expanded Drive 
to Dealer Needs 


New York, Feb. 6.—Reappear- 
ance of the complete line of La 
Boheme wines on dealers’ shelves 
is being backed by intensive radio, 
newspaper and business paper 
promotion geared to fit needs of 
the local retailer. 

La Boheme Vineyards Com- 
pany, subsidiary of Schenley Dis- 
tillers Corporation, New York, has 
appropriated “hundreds of thou- 
sands” of dollars for a campaign 
advertising the product as “Amer- 
ica’s greatest wine value.” Before 
the brand was withdrawn during 
the war, La Boheme was a heavy 


favorite along the Atlantic Sea- 
board. 

More than 1,300 radio spots have 
been scheduled weekly from coast 
to coast, a large percentage di- 
rected to foreign-language popula- 
tions and beamed direct to these 
market groups in their own lan- 
guages. Supplementing the radio 
concentration, Negro and foreign- 
language newspapers are being 
added as rapidly as distributors 
are appointed. Advertisements are 
localized by provision in the copy 
for the name of the distributor. 

The Biow Company, New York, 
is the agency. 


Spadea Appoints V.P. 


Katharine Johnson, copy chief 
of Spadea, Inc., New York adver- 
tising agency, has been named 
vice-president. 


Delehanty Joins 
Albert Frank as V.P. 


Jack Delehanty, who joined the 
Treasury Department one week 
after Pearl Harbor, and recently 
succeeded Tom Lane as director 
of press, radio and advertising of 
the war finance division, has 
joined Albert Frank-Guenther 
Law, New York, as vice-president 
in charge of general and commer- 
cial advertising. 

Before the war Mr. Delehanty 
was with Geyer, Cornell & Newell, 
Ralph H. Jones Company and Bat- 
ten, Barton, Durstine & Osborn. 


Homes Names Colton 


Homes, Inc., Newton, Mass., real 
estate operators, has placed its 
advertising with the Boston office 
of Wendell P. Colton Company. 
Radio, newspapers and car cards 
will be used. 
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Sullivan Adds Three 


Robert N. Sullivan has been ap- 
pointed account executive of 
Daniel F. Sullivan, Boston agency. 
Capt. Vaughn Boynton and Lillian 
E. Corbett have joined the agency 
as art director and copywriter, 
respectively. 


Davies Jr. Joins Scott 

Robert A. Davies Jr. has re- 
signed as account executive of 
Donahue & Coe, Inc., New York, 
to become general manager of the 
Edwin A. Scott Publishing Com- 
pany, New York, publisher of 
Sheet Metal Worker and Plumbing 
and Heating Journal. 


Birkenstock Advanced 
James W. Birkenstock has been 
promoted to general sales man- 
ager of International Business Ma- 
chines Corporation, New York. 


Many advertisers have been kind enough to tell us 
that they like to do business with a Cowles station. 
They like the business integrity of this organization. 
They say they can buy with confidence, secure in the 


knowledge that such a reputation is a 
to both station and client. 


priceless asset 


The instinctive judgment of the public seldom errs. 


KRNT listeners know of the Cowles principles of busi- 
ness and respect us for them. For ten years, lowans 
have known that KRNT is operated up to a standard 
— not down to a priee. Because of this mutual respect 
and understanding, they know that they can buy the 
products advertised over this station with complete 


confidence. 


anpidet 
GY If you have a worth-while, acceptable product or 


service to sell, you too can feel confident that you 
will earn acceptance for your product and much 


i ‘ : ‘ : ? 
7 wt - Sauk, es 
eae ¥ eS en nS aes Pos ee E 


profit for your 


company by advertising over 


KRNT, the merchandisable, highly Hooper-rated 


Cowles station for Des Moines. 


dane 
SN SSR, 


Hewitt Expands 


Resttoam Drive 


Buffalo, N. Y., Feb. 6.—Adver 
tising of Hewitt Rubber Corpora- 
tion’s foam rubber product, Rest- 
foam, is expected to be expanded 
during 1946 to include three addi- 
tional national magazines and a 
number of business papers. Regu- 
lar insertions will continue in The 
Saturday Evening Post through 
the year. 

The first general circulation 
magazine to be added to the Rest- 
foam schedule, placed through 
Ross Roy, Inc., Detroit, will be 
Good Housekeeping. The Hewitt 
foam rubber story will be told in 
full-page, four-color copy six 
times during the year, every other 
month beginning this month. The 
simile theme—“‘“Light As a 
Feather”’—will continue to dra- 
matize qualities of Restfoam, such 
as comfort, coolness and cleanli- 
ness, 

Advantages of Hewitt Restfoam 
will be told in the initial issue 
next month of Holiday, the Curtis 
Publishing Company’s newest 
magazine, devoted to travel and 
recreation. Copy will be a re- 
run of the Restfoam insertion in 
the Oct. 6, 1945, Post. 


‘Neat as a Pin’ 


The current Restfoam promo- 
tional copy in the Post will con- 
tinue with nine full pages of four- 
color copy throughout the coming 
year. Stressing the neat appear- 
ance of beds equipped with foam 
rubber mattresses, the March 9 
insertion will run under the cap- 
tion, “Neat As a Pin.” Readers 
will be told that Hewitt mattresses 
| will be available soon at depart- 
|ment and furniture stores. 

Hewitt copy in the Post last 
year, which went from black and 
white to four colors in August, 
pointed out the advantages of 
Restfoam as a material with spe- 
cific product utilization merely im- 
plied in most cases. The 1946 
series will open with the same 
general treatment, but copy and 
illustrations will concentrate more 
on particular products. Added em- 
phasis will be placed on mattresses. 


Hill-Shaw Names V.P.; 


Others Appointed 


Milton K. Grey, general sales 
manager of Hill-Shaw Company, 
Chicago, has been appointed ex- 
ecutive vice-president. Joe E. 
Fishelson, recently released from 
the Army, succeeds Mr. Grey as 
general sales manager, and Jon 
Zitz, central division. sales man- 
ager, has been promoted to as- 
| sistant general sales manager and 
executive assistant to Mr. Grey. 

After eight years as copy chief 
and director of public relations of 
Burton Browne Advertising 
| Agency, Chicago, J. C. Callahan 
/has joined Hill-Shaw as directo! 
|of advertising and public rela 
'tions. A new customers relation 
| department has been opened und 
|the direction of Mrs. Adele Eich- 
| horn. 


To Strauchen & McKim 


Stegner Food Products Com- 
pany, Cincinnati, has appointe® 
Strauchen & McKim, Cincinn 
agency, as advertising and sa! 
consultant. Consumer advertisi! 
as well as trade publications, « 
‘rect mail and dealer helps, will 
| used. 


BUNTON BROWNE 
ADVERTISING 


| 619 NORTH MICHIGAN AVE. 
L CHICAGO 11 DEL. 8300 
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Cameron Hawley 
Named ‘Industrial 
Adman of the Year’ 


Chicago, Feb. 6.—Industrial ad- 
vertising’s “man of the year’ is 
Cameron Hawley, writer, thea- 
trical producer, business man, and, 
not incidentally, advertising and 
promotion director of Armstrong 
Cork Company, 
Lancaster, Pa. 
His _ selection 
for the honor, 
awarded annu- 
ally by Indus- 
trial Marketing, 
was almost a 
foregone con- 
clusion. 

For one thing, 
Mr. Hawley 
just had a fic- 


Cameron Hawley 
tion story published in The Satur- 


day Evening Post. It’s about a 
business tycoon who was award- 
ed a key signifying achievement 
in his field. Also, Mr. Hawley 
had been the subject of a bio- 
graphical sketch in Industrial 
Marketing. Most important, of 
course, Mr. Hawley’s work as an 
inspired advertising man for Arm- 
strong Cork Company had fre- 
quently been the subject of dis- 
cussion in advertising circles. 

Mr. Hawley’s SEP story, how- 
ever, was a humorous piece, de- 
flating the big business man’s 
stuffed shirt. That’s part of his 
character. As Industrial Market- 
ing pointed out last May, “‘Wisps 
of cumulus and cirrus sometimes 
are in his hair; but his generously 
proportioned feet never get very 
far above the solid ground.” 


Directs Large Department 


This attitude is reflected in his 
work as advertising manager for 
Armstrong Cork. There, he super- 
vises about 100 employes, spends 
an annual budget that runs to sev- 
eral million dollars, schedules close 
to 1000 pages in nearly 100 busi- 
ness papers and 100 pages in con- 
sumer magazines. He also watches 
over Armstrong’s weekly CBS pro- 
gram, writing many of the orig- 
inal scripts. 

As Armstrong’s advertising di- 
rector he handles more than 360 
widely diversified products—rang- 
ing from bottles and bottle caps to 
corkboard and pads for shoes—so 
that he must be as famiilar with 
the 'cosmetic'. business as he is 
with plastics, architecture and 
glass making. 

Cameron Hawley last year ac- 
cepted for Armstrong two of the 
six advertising awards presented 
by the Associated Business Papers. 
At that time he described the 
philosophy behind all Armstrong 
ads: “Does this page contain 
Something helpful for the man 
who reads it—an idea or informa- 
tion that is god enough to make 
him feel when he gets through 
reading the page that he received 
something that was fair compen- 
Sai on for the reading time he gave 
us’ 

Readers, critics agree, do get 
ther time’s worth in Armstrong 
ads. They do learn, usually with- 
out guile, that they can get in- 


sulated storage rooms, metal and 
plastic bottle caps, Quaker rugs, 
asphalt tile, and many other things 
made by Armstrong. The ads 
completely overcome the limita- 
tion of the company name. Ver- 
tically, Armstrong Cork operates 
about 40 different campaigns, each 
of which is specific for its mar- 
ket. 

From first to last, the advertise- 
ments prepared by Armstrong 
Cork for each of its many prod- 
ucts are versatile, aggressive, in- 


teresting, and to quote Industrial 
Marketing, ‘definitely market- 
minded.” The result is consistently 
good advertising. 


Business Is Fun 

Cameron Hawley could be a 
Hollywood producer, a_ fiction 
writer or an artist. He’s not in- 
terested, but he uses his varied 
talents in what he says is “the 
most exciting thing there is, the 
most fun, business.” He wishes 
more “artistic’? people would dis- 
cover that fact. 


Bennett Joins Agency 


Elbert R. Bennett, formerly with 
Dozier-Graham-Eastman in Los 
Angeles and with the Duffy Com- 
pany, Chicago, has been named 
art director of the Productive Ad- 
vertising Agency, Los Angeles. 


Hogue to Soil-Off 


J. W. Hogue, formerly an ac- 
count executive with Ruthrauff & 
Ryan, has been named to head the 
new merchandising department of 
= ie Mfg. Company, Glendale, 

al. 
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' Cover Catholic 


Schools, Churches, 


: ‘and Institutions 


a 


at both ends!... Getting our own job done is plenty hard, but getting delivery 


IT’S GOOD TO 


BE PROTECTED! 


Kinda hectic, these days, isn't it? Production schedules full up and runhing over 


from the other fellow in time to meet inflexible requirements almost brings on 


a stroke ...sometimes. Of course, the other fellow has the same problems, too, 


but somehow our own seem the toughest. ... So, it’s good these days. to be pro- 


tected—to know that our sources are dependable. That goes for everything, 


naturally, but it’s particularly good to know that your photo-engraver will back 


you up when it comes to closing dates—especially nowadays when publica- 


tions are behind schedule, and a closing date means just that... . Rogers is working 


on a tight schedule, too — really tight, and a couple or three days’ leeway helps 


a lot...so it was nice to have a customer say the other day, 


- 


“Thanks.a million 


for going to bat for us. We'd never have made it without your cooperation.” 


(Rocers ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE - 


Phone CALumet 4137 - 


CHICAGO, 


ILLINOIS 
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‘Bowles for President’ 

To the Editor: I agree with 
Stanley Moss whose letter appears 
in your Jan. 28 issue that it is the 
worst kind of ingratitude to take 
Chet Bowles’ name in the same 
breath with Jack Benny. 

I could think of a million rea- 
sons why I can’t stand him, but 
we'll start with Mary Livingston 
and the rest are that they are both 
so conceited and such good plug- 
gers for themselves that for years 
{ wouldn’t tune his program in. I 
alsa remember how they tried to 
cheat our government out of cus- 
tems duty despite all the money 
they grab from advertisers to air 
their cheap and offensive “humor,” 
to say nothing of what they get 
from the movie people. 

I back Moss’ wife up 100% on 


This department is a reader’s forum. ‘Letters 


BOTS 


what Bowles did for the house- 
wife who was able to get reduc- 
tion in rent when the racketeer- 
ing real estate men refused dec- 
orations and leases to good long- 
time tenants. 

Under Bowles’ rationing era we 
got butter and now we don’t. I’d 
like to see somebody start a move 
“Bowles for President” because he 
is honest, solid, sincere and rugged. 
Three cheers for the advertising 
business when it can give a man 
like Bowles to the American peo- 
ple. Why not a good conduct 
medal for Bowles? 

AGNES V. BEAREY, 
New York. 


v VY? 


Asks Opinion on Drawing 


To the Editor: I am enclosing a 
little drawing I have been trying 


are welcome. 


to sneak in here and there. Is it 
naughty? Is it suggestive? To 
what kind of people? My wife, 
who is an ardent Ladies’ Home 
Journal reader, always looks for 
the little jokes at the bottom of 
the page in Reader’s Digest first. 
Bill Stout recently told me 
Americans were fast becoming a 
race of morons in their reading 
habits. Just to be sure I looked 
up moron in Webster’s Collegiate 
and find it means ‘A moderately 
feeble - minded persen.’ What is 
wrong with my little cartoon, 
which I am told would only appeal 
to morons? And if Bill Stout is 
right why is it not the kind of 
copy we should use? To me it sug- 
gests all of the advantages of 
Timken Silent Automatic Oil 
Heating in one short sentence. I 
really would like an opinion from 


A 


<A 


GLAMOR FOR PACKAGED FOODS! 


Do you sometimes get doubtful about “de- 
scriptive words” in radio—crisp . . crunchy 
. . vitamin-fortified . . delicious — all the 


words that seem to have grown so mean- 


ingless through over-use? 


Sonovox can 


You’ve heard Sonovox as the Lifebuoy 
foghorn, the Quaker Oats talking “busy- 
signal”, the Bromo-Seltzer talking train. 


make any brand-name or a 


slogan unforgettable. Sonovox increases 


sponsor-identification an average of 44%! 


Of course you have, and Sonovox is of 


course the answer. Nobody will remember 
Blunk’s Corn Flakes because you say 
they’re crispy—but everybody will remem- 
ber them if you simply say “Blunk’s Corn 


Flakes” with a distinctive Sonovox voice. 


* yo kloan 6373 Plaza 5-4130 


Now Sonovox is available not only for big 
national shows, but also for a few carefully- 
selected, blue-ribbon local accounts in key 
markets. If you want the facts, drop us a 


line today. Auditions gladly arranged. 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 


COCHCD oN Michigan NEW YORK: 444 Medison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Cadillac 1880 Sutter 4353 


FREE & PETERS, INC., Exclusive National Representatives 


Hollywood 7151 © Main $667 
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we 


“WELL PUT IN TIMKEN SILENT AUTOMATIC 
HEATING, HONEY; THAT WILL GIVE US 
MORE TIME FOR KNITTING AND THINGS.” 


such an authority as ADVERTISING 
AGE. 

Dean H. ROBINSON, 
Director, Sales Promotion, 
Timken Silent Automatic Di- 
vision, Detroit. 

P. S. Do you suppose Webster 
could be taking a crack at any of 
us with that “moderately feeble- 
minded” business? 

{Editor’s Note: We find nothing 
objectionable with your legend, 
Mr. Robinson, but that drawing! 
It gives us a bad case of jitters. 
Perhaps you’d better stick to 
words, and let some one else do 
the illustrating.] 
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Recruitment Campaign 
Going Great, Says Jordan 

To the Editor: I know it is not 
the policy of ADvEeRTIsING AGE to 
want to print misinformation— 
iyet, the article in your issue of 
Jan. 28, about Army recruiting, 
conveys an entirely erroneous pic- 
ture regarding this campaign. 

To begin with, it is based on the 
theme that Army enlistments are 
“lagging,” which is entirely incor- 
rect. 

As a matter of fact, the U. S. 


Army Recruiting Service has 
broken every record in the entire 
history of the U. S. Army, either 
peace or war, for the rate of en- 
listment sinee they started last 
fall, 

The new Voluntary Recruitment 
Act was not signed by the Presi- 
dent until Oct. 6, 1945. In No- 
vember, the Army enlisted 185,000 
volunteers, which was the biggest 
month in the Army’s history, peace 
or war—exceeding the previous 
largest month (October, 1942) 
which produced 152,000 volun- 
teers. 

In December, despite the Christ- 
mas holidays, the Army enlisted 
131,000 volunteers for the biggest 
December in its entire history— 
and the fourth largest month in 
the history of the Army, includ- 
ing both peace and war. 

By the end of the year, the 
Army had enlisted 392,000 men in 
a short period of time, scarcely ex- 
ceeding 10 weeks of intensified 
effort—a record that far exceeds 
any similar period, and is beyond 
the most optimistic predictions of 
many experienced men. 

I cannot give you January fig- 
ures, as yet, but when they are re- 
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ased, I think that another all- 
time record will be broken. 

Those are the facts. I cannot 
understand where your writer re- 
ceived the impression that enlist- 
ments are lagging, because that, 
of course, is not the case. 

It is possible that he may have 
been laboring under the misinfor- 
mation that a number of writers 
had been expecting that Army en- 
listments would offset the demo- 
bilization rate. 

I have read several pieces where 
writers felt that enlistments were 
expected to offset the demobiliza- 
tion rates. That, of course, is very 
foolish as no one ever expected 
that it would be possible to get 
voluntary enlistments as fast as 
the Army was demobilizing men 
—-in excess of one million a month. 

Judged by all criteria of the 
past, the present recruiting pro- 
gram is the most successful one in 
the history of the Army, and that 
is the only fair way on which it 
can be judged. 

I was also interested in this 
article to note that Orson Welles 
was quoted as stating that the 
G.I.s would go in competition with 
the present recruiting drive by 
trying to tell people not to get into 
the Army. I don’t doubt but that 
you quoted him correctly. 

But most G.I.s are extremely 
anxious to see the Army get the 
volunteers so they themselves can 
come home. I just cannot believe 
there is the least semblance of 
soundness in such an attitude. 

Anyway, that is beside the point. 
The main point I wanted to make 
was that the program is success- 
ful and is not lagging, when meas- 
ured by any existing standard in 
the history of the U. S. Army. 

C. L. JORDAN, 

Exec utive Vice-President, 

N. W. Ayer & Son, Inc., Phila- 

delphia. 

{Editor’s Note: While it is true 
that the AA story included one 
sentence which said, “Army re- 
cruitment is said to be lagging,” 
the point of the story was really 
a reflection of the attitude of en- 
listed men who are trying to get 
out of the Army. It was not an 
attempt to measure the success of 
the current ad campaign. ] 
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Merchandise Shortage 


Turns Seasons Around 

To the Editor: Advertising 
Palm Beach and Tropical suits in 
January when the snow is deep 


HERMES CLUB DANCE 
‘HOTEL WIAGARA - SAT, JAM, 19 


Who Wants 
to weara 
Tropical 
Suit Now 


Frankly, We Wouldn't... But 
Some Men Are Buying Them 


Now For Next Summer ... and, 
Because of Merchandise Con- 
ditions, Maybe We Don't 
Blame Them! 


thinks of Palm | 


hen * 


So usuc"! 


, | 
al the temperature is close to} 
Ze ? 


e days when they can’t get 
Ss and overcoats? 
he interesting part—amazing to | 


‘ell, what’s a man’s store to a) 


SL 


the boss—was that the darn thing | 


sold! 
Maybe we’ll have to try straw 
hats next! 
M. BRADLEY NorrTOon, 
Norton Advertising Service, 
Niagara Falls, N. Y. 
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Truth in Advertising 
To the Editor: The housing 
situation is bad here too; but I 
didn’t think it had come to this! 
“Three Rooms and a Path!’— 
and I do mean path—is a classi- 


fied ad which appeared in both the 
Capital Times and Wisconsin State 


3 ROOMS AND A PATH! 
South near bus. About 14 acre, ber- 
ries, etc. $600 down, balance monthly. 

ATKINSON REALTY CO. 

G. 2921 G. 3550 


Journal classified sections. The 
house has outdoor plumbing. Ad 
appeared Jan. 24. 
BILL AHLRICH, 
Retail Advertising Depart- 
ment, Newspaper Advertising- 
Service, Madison, Wis. 


Curran to Cory Snow 
Curran Corporation, Lawrence, 


51 


officers are: Vice-president, Carl 
Totten, Shell Oil Company, San 
Francisco; and_ secretary-treas- 


Mass., maker of hydro-degreasing | urer, Audry Calder, Key System, 


compounds, has reappointed Cory 
Snow, Boston agency, to handle 
its account. The agency handled 
the account prior to July of last 
year. 


California Editors Elect 

E. G. Fitzpatrick, Southern Pa- 
cific Company, San Francisco, has 
been elected president of the 
Northern California Industrial Ed- 
itors’ Association. Other new 


Oakland. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT” SIGN CO. 


ivision 
</ Artkraft® Manutacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A 


"Trademarks Reg. U.S. Par. OF 


his ts \oledo... 


HOME OF AMERIGAN FLOOR SURFACING MACHINE CO. 


...NMation’s largest maker 
of floor sanding equipment 


In this series of advertisements, The Blade has 
often referred to the diversity of Toledo’s man- 
ufacturing companies. An interesting example 
is the American Floor Surfacing Machine Com- 
pany. Established in 1903, this company has 
had a steady and substantial growth. With 
factory and headquarters in Toledo, its products 
are sold and serviced through distributors in 
principal cities. The name “American” on floor 
sanding equipment is recognized as identifying 
machines of superior quality ...As an impor- 
tant factor in building construction and main- 
tenance, the American Floor Surfacing Machine 

Company is destined to make an increas- 
ingly important contribution to Toledo’s 


industrial welfare. 


AND TH 


IS 1S THE 


TOLEDO BLADE 


In many diverse fields, Toledo 
industries are well established 
as leaders... and leadership has 
long been a characteristic of 
The Blade. During its long life, 
The Blade has accepted its re- 
sponsibility to the people of 
Toledo and the important sur- 
rounding area. How well that 
responsibility has been dis- 
charged, is indicated by the sup- 
port of its readers. The Blade 
coverage of its city, metropoli- 
tan, and trade areas is equaled 
by few, if any, papers in the en- 
tire United States. 
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FCC Faces Difficult Task 
in Allocating New Channels 
Washington, Feb. 7.—FCC 
Chairman Paul Porter, who rates 
as a Simon Legree for the 9 a.m. 
to 6 p.m. schedule of hearings he 
maintains, will be something of 
a Solomon if he comes unscarred 
through the impending job of 
selecting among conflicting ap- 
plicants for the limited number 
of FM and television channels 


By STANLEY E. COHEN, Washington Editor. 


available in many communities. 
Thanks to Mr. Porter’s ready 
wit, the commission and its at- 
tendant radio lawyers are grind- 
ing out with a minimum of bad 
feeling hundreds of licenses for 
valuable new broadcast properties, 
but difficult decisions are right 
ahead. For example, which 18 of 
36 applicants shall have stations 
in New York, Washington and Los 
Angeles, the major television pro- 


gram sources? 


For those who lose out, Mr. 
Porter observes that eventually 
television will move “upstairs” 
where there will be more room for 
competition. He also points out 
that the “lucky” ones who get 
pioneer stations presumably will 
have to spend a lot of money to 
get the things started. 


& * af 


Latest atrocity charged to Re- 
conversion Chief John Snyder sur- 
rounds a decision to deprive Henry 
Wallace’s Commerce Department 
of the 100 fine field offices that 
were hanging loose when the 
Smaller War Plants Corporation 
was split between Commerce and 
RFC. By giving these offices to 
RFC, the House small business 
committee says, Mr. Snyder is 
forcing Commerce to set up a 
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duplicate organization, with hun- 
dreds of new employes. 


e «se 


Now that the Reece bill hear- 
ings have exposed the inequities 
resulting from FTC procedures, 
the time may be ripe for con- 
sideration of the Senate’s McCar- 
ran bill establishing a new system 
of conducting administrative hear- 
ings. Eliminating many of the 
faults of the old Walter-Logan bill, 
vetoed in 1940, the McCarran 
measure gains support by attempt- 
ing to eliminate weaknesses of 
all administrative “justice,” not 
merely FTC’s. Cautious Congress- 
men at House interstate commerce 
subcommittee hearings on the 
Reece bill question the wisdom of 
establishing a costly system of 
court appeals before attempting to 


WHEN IT’ 


IN THE STAR 


* So consistently do Washington people buy the things ad- 
vertised in THE STAR that astute advertisers—both local 
and national—find it profitable to build their Washington 


S ADVERTISED 


sales plans around advertising in THE STAR. 


The reason why might be wrapped up in these two ele- 


ments of resultful advertising: 


THE STAR gives advertisers superior coverage of the 
market: For more people in Washington have THE STAR 


delivered to their homes than any other newspaper—morn- 


ing, evening, all day, or Sunday. 


A straightforward publishing policy, based on nearly a 
hundred years of public service, has built abiding 
reader confidence in every column—both editorial 
and advertising—and thus provides a remark- 
able extra sales stimulus to all kinds of 
advertising in THE 


CHICAGO ® J. E. LUTZ 


NEW YO 


STAR. 


RK ® DAN A. CARROLL 


"MEAT" 


FOR MARKETERS 


More than a billion dollars in cash is on tap in 
the rich Washington (D. C.) Market . . 
cleaners, 
washing machines, radios and other durable and 
At year’s end, 1945, bank 
deposits in D. C. alone were $1,060,000,000— 
above 1944, and 4 times 1929. 


automobiles, homes, vacuum 


non-durable products. 


24% 


. to buy 
ranges, 


eliminate faults which enable F" ¢c 
to perpetrate injustices at tie 
original hearings. 

* * * 


Under a new Supreme Court 
ruling (Roland Electric vs. Wil- 
lack), representatives of business 
trade groups say, “interstate c0)»- 
merce” has been broadened to i1- 
clude almost any kind of smull 
business providing seTvices jor 
employes engaged in productin, 
If the fears of these trade associa- 
tion people are correct, even ‘e- 
tailers, such as those selling coal 
and lumber, may find themselves 
subject to the federal wage and 
hour law, and perhaps subject to 
claims for overtime pay retroactive 
to 1938. 

* ok * 

Representatives of the housing 
trades concede that housing ex- 
peditor Wilson Wyatt will get 
most of the emergency powers he 
is asking, although the industry 
fears that “hysteria” will induce 
veterans to buy houses they will 
be unable to keep. Satisfied with 
Mr. Wyatt, Republicans of the 
House banking and currency com- 
mittee will agree to priorities and 
other authority through June, 1947. 
In his appearance before the 
group, Mr. Wyatt lauded the hous- 
ing information program devel- 
oped by Drew Dudley and Simon 
Lesser of OWMR, and executed 
by Campbell-Ewald for the Ad- 
vertising Council. 

* ok * 


Though the war is over, business 
men still find it important to keep 
their fingers in the government 
“pie.” During the week, Don 
Belding, chairman of the board, 
Foote, Cone & Belding, was in for 
a meeting of the Commerce De- 
partment small business advisory 
committee. Don Francisco, vice- 
president and director, J. Walter 
Thompson Company, and Thurman 
Barnard of Compton Advertising, 
are on a committee of five helping 
Assistant Secretary of State Bill 
Benton develop American propos- 
als on communications for the 
United Nations education, scien- 
tific and cultural organization. 


Paul Kelly, Mrs. Lamb 


Open Columbus Agency 


Paul Ahern Kelly and Mrs. 
Gladys Johnson Lamb, both of 
whom entered the advertising field 
in 1926, have formed a new 
agency, Kelly & Lamb Advertising 


Paul Kelly Mrs. Lamb 


Agency, with offices in Room 400, 
Hartman Theater building, Colum- 
bus, O. 

Mr. Kelly, formerly account ex- 
ecutive with Byer & Bowm:! 
served with the Scripps-How 
Newspapers and was advertis" 
manager of Capital Finance C:! 
poration before joining the agen y. 
Mrs. Lamb, advertising mana e! 
of the Hilltop Record since 1° ‘2, 
was formerly associated with .¢ 
advertising department of 1e 
Columbus Citizen and was a €o: ’- 
writer and fashion writer iT 
Women’s Wear Daily. 


AUTHORIT’ 


Staff writers for American Restaurant Mae 


+7Q Qu 


zine are the industry's outstanding author 
...- Leonore D. Freeman, quantity food sty 
Jessie Alice Cline, practical menu plar 
Charles Wagner, kitchen engineer, and n 
others. Your advertising surrounded by : 
authority shares their prestige, gains bu 


faster. Write for details of merchandis 
service. 
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Council Will Aid 
Brotherhood Week 
February 17-24 


New York, Feb. 7.—Advertising 
yport for Brotherhood Week, 
Fb. 17-24, is being sought by the 
A vertising Council in a letter 
from its chairman, James W. 
Yung, to the publisher of every 
daily newspaper in the country. 

rhe campaign, sponsored by the 
National Conference of Christians 
and Jews, is headed by President 
Tiuman, honorary chairman, and 
Harold E. Stassen, general chair- 
man. 

With the letter is a 1,000-line ad- 
vertisement for local sponsorship, 
which will be furnished in mat 
form. Copy, prepared by J. Wal- 
ter Thompson Company, volunteer 
agency, tells the story of four 
Army chaplains—two Protestant 
ministers, one Catholic priest and 
one Jewish rabbi—who sacrificed 
their lives so that others might 
live when an Army transport was 
sunk by a German submarine Feb. 
3, 1943. 

The headline urges: “Back the 
Cause for Which They Gave Their 
Lives.” 

And the copy says: “People of 
every faith are proud of those four 
—proud of them as Americans— 
proud of them as men. But is that 
as far as it goes? Isn’t this the 
right time—now that national sur- 
veys show an alarming return to 
prejudice, intolerance, bigotry—to 
do something that would make 
them proud of us?” 

Mr. Young asked the publishers’ 
“active cooperation in helping to 
bring this message to the people of 
America.” 


Sues Radio Station 


for Court Broadcast 

Alphonse Bisignano, Des Moines 
night club operator, has asked the 
Iowa supreme court to determine 
whether a broadcast by KRNT, 
Cowles Broadcasting Company 
station in Des Moines, of a court 
hearing involving Mr. Bisignano, 
affected the court’s decision to 
sentence Mr. Bisignano for con- 
tempt of court. 

It is alleged that he was “de- 
ceived, humiliated and embar- 
rassed” by the broadcast, and that 
it prejudiced the court against 
him. The lower court takes the 
position that it was powerless to 
deny to either the press or radio 
“the acquisition and use of either 
a written or recorded record of 
the hearing.” 


Choate Shifts Agencies 


Stuart Choate has joined Leon 
Livingston Advertising Agency, 
San Francisco, as media director, 
a position he formerly held with 
Botsford, Constantine & Gardner, 
San Francisco. 


KEX Shifts Two 


Eldon Campbell, formerly pro- 
gram manager of KEX, Portland, 
Ore., has been named sales man- 
ager. Mel Bailey, formerly pro- 
duct tion head, has been named 
program manager. 


ics Press Elects 


_/ ne Inland Daily Press Associa- 
on has elected the Journal, 
Pla'tsmouth, Neb., and the Re- 
por'er, Coldwater, Mich., to mem- 
der. hip. 


— 


OR POSTWAR PLANNING 


can clip all, or typical, speci- 
of advertisements and editorial 

on postwar themes. Many 
zations are.building postwar 
ce files NOW. We have back 
files of most business papers. 
Wr e for Booklet No. 20. “How Busi- 
Jses Clippings” that shows how 
acturers and their advertising 
es use this service. 


DN’S CLIPPING BUREAU 


ESS FARM GENERAL 
RSW papers WW macazines 


LASALLE ST., CHICAGO 1, ILL. 


Durbin Joins Agency 


Claude R. Durbin, formerly ad- 
vertising manager, E. W. Edwards 
& Son department store, Buffalo, 
N. Y., has been appointed an ac- 
count executive of the Roizen Ad- 
vertising Agency, Buffalo. 


Miss Brownell to Agency 


Eileen T. Brownell, formerly 
fashion illustrator for Wm. Taylor 
Son & Co., Cleveland, has joined 
the House of J. Hayden Twiss, 
Advertising, New York. 


Televise Wares 
at Long Island 
Department Store 


New York, Feb. 5.—An intra- 
store television demonstration be- 
ing held at Gertz Department 
Store, Jamaica, L. I., this week is 
presenting integrated merchandis- 
ing, entertainment and_ public 
service programs. 

A complete television studio was 


built on the store’s fourth floor, 
with receivers distributed on all 
floors and in the store’s main win- 
dow. Approximately 350 custom- 
ers can view the screens at one 
time. 

Many of the programs are of 
public service format, while the 
commercial shows are dramatized 
to heighten their appeal. Esti- 
mated cost of the installation was 
$30,000. Detailed surveys of cus- 
tomers’ reactions are being made 
by Television Magazine and Mor- 
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ton M. Fass of the Gertz organiza- 
tion is’ preparing a report of the 
demonstration for distribution to 
retailers, etc. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
. Ist in California (rated 2nd in Reta) 
Sales, lst in Auto Registry) 
. Ist in Los Angeles County (rated 8rd ig 
Retail Market Area, ist in Automotive 
Market) 
‘ i to Service Stations, Car peste, Ante 
Repair Services in 11 Western States 
Main Office — 1700 West 8th St., Los Angeles 14 
San Francisco (5), 690 Market St. (4) 


Announcing 
The Publication of 


SOUTHERN BUILDING SUPPLIES 


SERVING THE DEALERS IN LUMBER AND BUILDING MATERIALS IN 18 SOUTHERN AND SOUTHWESTERN STATES 


First Tesue— A prt 
7500 Copies Guaranteed 


MAKE SPACE RESERVATIONS NOW 
Further Details Furnished on Request 


* 


The South’s demand for new and improved homes is more than a pent-up war- 


time need. 


In addition to a great influx of new people from other sections, the 


South’s housing problems go back to shortages and needed repairs of prewar 


years. Now, with greater incomes and savings than ever before, the South 
ready and waiting to build and modernize. SOUTHERN BUILDING SUPPLIES of- 
fers complete coverage of the South’s lumber and building materials market — 


selling the trade that will sell your products. 


* 


Representatives 


CHICAGO CHARLOTTE, N. C. 
L. E. Allen W. A. McGee 
189 W. Madison St., Room 1401 P. O. Box 562 
Graceland 6266—Franklin 2086 3-4932 


PHILADELPHIA 


LOS ANGELES 


L. R. McCarty L. B. Chappell 
325 Winding Way Auditorium Bldg. 
Merion Station, Pa. 427 W. 5th St. 


CLEVELAND WELLESLEY HILLS, MASS. Merion 1066 
Paul A. Cain A. C. Shaw DALLAS 
206 Auditorium Bldg. 11 Monroe Road Baron Creager 
Cherry 7352 Wellesley 3648 Liberty Bank Bldg. 


W. R. C. 


Published by 


GRANT BUILDING . 


Publishers of the South’s leading business and industrial journals 


COTTON 


ELECTRICAL SOUTH 


SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN POWER & INDUSTRY 


ATLANTA 3, 


Tucker 8363 


SMITH PUBLISHING COMPANY 


GEORGIA 


SOUTHERN HARDWARE 
SOUTHERN BUILDING SUPPLIES 
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The Golden Crown & Cup 


was much favored by sailormen. .. who had braved distance and 
danger, the awful angers of the cold Atlantic, the tempests of 
tropic seas, the spells of serpents, sirens and strange ports. 

At the shop of Thos. Shields, goldsmith, the swaggering 
seafarer selected a ring for the left ear, a potent charm calculated 
to ward off “Eruptions of Blue Fire, the Stones from the Sky, 
the dreadfull claps of Thunder, the fulmin and flash of 
Lightning” and assorted evils. 


Wuite it befits the eye rather than ear, the modern 
newspaper is not unlike the seamen’s amulet... in that it protects 
the mind and preserves the spirit against the chimera of 
ravaging rumor, flagrant falsehood, disseminated deceit .. . 
wards off the lightning of lies and libels... translates the 
thunder of events, takes the wind out of demagogues... is a 
talisman of truth, a ballast that assures an even keel, a compass 


charm that helps keep citizen and country on the correct course. 


In Paitapevpuia, the Inquirer serves some 575,000 substantial 
families ... assures smooth sailing for the advertiser with 
something worthwhile to sell... runs a gold ring around the 
choicest section of the market. ‘T's enter this charmed 


circle, make reservations now! 


Che Philadelphia Anguirer 
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The Golden Crown & Cup 


on Front Street... from the 


Pennsylvania Gazette, 1771 
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Semanticist S. I. Hayakawa Looks at Poetry 


and Advertising 


[A paper given at the Sixth Conference 
of Seience, Philosophy and Religion, at 
the Men’s Faculty Club, Columbia Uni- 
versity, and published by Poetry Maga- 
zine. Reprinted here by permission. Mr. 
Hayakawa, acting head of the language 
department at Illinois Institute of Tech- 
nology, is One of the country’s leading 
semanticists and author of the best seller, 
“Language in Action.’’] 


I 


One does not often mention poetry and 
advertising in the same breath, Poetry 
is universally conceded to be the loftiest 
attainment of the verbal arts; its merits 
are attested to by the wise of all ages. 
Advertising, on the other hand, is not 
even an autonomous art; it is the hand- 
maiden of commercial motives; its name 
carries connotations (well earned, one 
might add) of half-truths, deceptions, and 
outright fraud, of appeals to vanity, fear, 
snobbery, and false pride, of radio pro- 
grams hideous with wheedling voices. 

There are many more contrasts. The 
best poetry seems to be fully appreciated 
only by the few and to be beyond the 
comprehension of the many. Advertising, 
however, is considered best when it is 
laughed over, thought about, and acted 
upon by multitudes. Poetry is, in the 
general apprehension, something special, 
to be studied in schools, to be enjoyed 
by cultivated people who have time for 
that sort of thing, to be read on solemn 
or momentous occasions. Advertising is 
a part of everyday life. 

But poetry and advertising have much 
in common, They both make every pos- 
sible use of rhyme and rhythm, of words 
chosen for their connotative rather than 
their denotative values, of ambiguities 
that strike the level of unconscious re- 
sponses as well as the conscious. Fur- 
thermore, they both strive to give mean- 
ing and overtones to the innumerable 
data of everyday experience; they both 
attempt to make the objects of experience 
symbolic of something beyond themselves. 
A primrose by the river’s brim ceases to 
be “nothing more” because the poet in- 
vests it with meanings; it comes to sym- 
bolize the insensitiveness of Peter Bell, 
the benevolence of God, or anything else 
he wants it to symbolize. The advertiser 
is concerned with the primrose only if 
it happens to be for sale. Once it is on 
the national market, the advertiser can 
increase its saleability by making it 
thrillingly reminiscent of gaiety, romance, 
and aristocratic elegance, or symbolic of 
solid, traditional American virtues, or 
suggestive of glowing health and youth, 
depending upon his whim. This is what 
the writer of advertising does with break- 
fast food, toothpaste, laxatives, whisky, 
perfume, toilet bowl cleaners. Indeed 
almost all advertising directed to the 
general public is the poeticizing of con- 
Sumer goods. 

Poetry and advertising are similar too 
in that they invite the reader to put him- 
self in a role other than his own. In 
reading poetry we identify ourselves with 
the characters that a poet creates or with 
the poet himself. Advertisers also 
invite us to make identifications of our- 
selves in new roles, although the roles 
are simpler, pleasanter, and more easily 
Within reach. Readers are invited’ to 
look upon themselves as “smart house- 
Wives and hostesses” (who serve Spam), 
as ‘men of distinction” (who drink Cal- 
ver'’s), as responsible and prudent fathers 
(who protect their dependents’ with 
Metropolitan insurance policies), as well- 
regulated families (who take Ex-Lax). 

The identifications to which poets in- 
lle us require some imaginative strenu- 
Ousness on the part of the reader; those 
‘0 which advertisers invite us require 
© more than a disposition to day-dream 
anc the ability to remember a brand- 
Nane that is repeated eight times in 
Six’ y-five seconds in spot announcements 
ialf-hour intervals sixteen hours a 

In spite of this marked contrast in 
demands made upon the audience, 
1 have the common function of en- 
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tering into our imaginations and shaping 
those idealizations of ourselves that de- 
termine, in large measure, our conduct... 

Let us call this use of verbal magic 
(or skulduggery) for the purpose of giv- 
ing an imaginative, or symbolic, or “ideal” 
dimension to life and all that is in it, 
poetry. If we speak separately of what 
are ordinarily called poetry and adver- 
tising, let us speak of the former as dis- 
interested poetry, of the latter as venal 
poetry, the word venal being used in the 
sense of being available for hire. 

Using our terms in this way, we see 
that our age is by no means deficient in 
poetry as is often charged. We have more 
access to poetry (Or perhaps we should 
say poetry has more access to us) than 
has been the case at any other time in 
history. One hundred and thirty out of 
the 200 pages of each issue of Harper’s 
Bazaar are devoted to venal poetry; a 
similar proportion of poetry to text oc- 
curs in most mass circulation magazines. 
This poetry is written by the highest 
paid writers in the country, organized 
into companies of poets, rhapsodists, sub- 
poets, and sub-rhapsodists, known as 
“agencies.” It is supplemented and rein- 
forced by vast amounts of illustration on 
which the most expensive and most ad- 
vanced methods of color reproduction are 
lavished. It is chanted into national 
hook-ups night and day at the cost of 
thousands of dollars an hour, and there 
it is tied into drama, music, satire, humor, 
social and political discussion, and news. 
Product and producer it sings—in unend- 
ing paeans of praise. 

None of the corrupt and vain emperors 
of history exacted of the sycophant poets 
in their retinues anything like the discip- 
line imposed upon the poets of Procter 
& Gamble and Ford Motors. The copy- 
writer is immeasurably more restricted 
in his choice of subject-matter than a 
court poet ever was. Moreover, the merit 
of his poetry is not measured by the 
pleasure it gives a single patron; it is 
measured by its influence on sales sta- 
tistics. Like the court poet, the copy- 
writer must praise not only his Patron, 
but also the entire socio-economic system 
which keeps his patron rich and power- 
ful. Milton was eloquent in his contempt 
for the “trencher fury of the riming para- 
site.’ A contemporary prophet able to 
look into the twentieth century might 
well have said to him, “You haven’t seen 
anything yet. Wait until you see the 
institutional ads of the great corporations 
during World War II!” 


II 


Let us turn from venal poetry to dis- 
interested poetry. Mr. Robert Hillyer in 
a recent article in Saturday Review of 
Literature entitled “Modern Poetry versus 
the Common Reader” speaks of modern 
poets as being in a “welter of confusion 
and frustration.” He is distressed by the 
obscurity of their language—‘“the flight 
from clarity,” as he calls it. He is certain 
that both the unintelligibility and the 
general tone of despair characteristic of 
much modern verse are due to the moral 
defects of poets. “Their confusion,” says 
he, “is a sign of artistic effeminacy and 
egotism.” 

Mr. Douglas Bush has said in his paper 
for the Sixth Conference on Science, 
Philosophy and Religion, that “the mod- 
ern poet is not altogether fulfilling his 
traditional function. From antiquity up 
through the nineteenth century, the poet 
was regarded as a teacher and leader of 
his age, and nearly all the greatest poets 
have been more or less popular; they have 
counted in the general spiritual life of 
their times.” “Since the romantic age 
and the industrial revolution,” he adds, 
“the artist has been given to conceiving 
of himself, not as a normal active mem- 
ber of society, but as a detached, lonely, 
and hostile observer; and the breach was 
never wider than it is today, in spite of 
the poet’s concern with the world’s ills.” 

What is responsible for this condition? 
It is customary, I should say too cus- 
tomary, to blame the shortcomings of 
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modern disinterested poetry on the poets. 
A great deal of the critical literature of 
our times is devoted to scolding poets for 
their excessive expression of images, their 
oddities of syntax, and their unhappy 
states of mind, They are constantly being 
told to buck up and be men, to utter 
brave and positive affirmations. Very few 
poets respond to the call, and those who 
do are seldom praised, even by those who 
do the calling. 

The difficulties of modern poetry, al- 
though often exaggerated, are real. As we 
have been told, it is due in part to the 
complexity of the modern consciousness; 
it is due in part to the lack of a widely 
accepted and recognized poetic tradition; 
it is no doubt due in part also to the 
special threats to individuality offered in 
an industrial age. In addition to the rea- 
sons others have given, I should like to 
add another, namely, that in a world so 
filled with the clamor of venal writing 
(of which venal poetry is only the most 
offensive example) all poetry has come 
to sound suspicious, so that disinterested 
poets are practically compelled not to 
sound poetic (as people ordinarily under- 
stand the term poetic) lest suggestions 
of venal purpose creep into their writing. 

In other words, never in history has 
it been so difficult to say anything with 
enthusiasm or joy or conviction without 
running into the danger of sounding as 
if you were trying to sell something. . . 

It is difficult to describe scenery with- 
out sounding as if you were promoting 
a summer-resort, although past ages have 
done it without compunction. . . 

It is difficult to take delight in a 
woman’s beauty without sounding like an 
advertisement, although it used to be 
possible. . . 

It is difficult to become inspired by 
those facets of American life familiar 
and dear to all of us without sounding 
as if you were leading into a message 
from the National Association of Manu- 
facturers on the necessity of maintain- 
ing the free enterprise system. Indeed, 
it is even difficult to speak reverently of 
the courage of our soldiers and the debt 
We owe the dead without sounding as if 
you were shortly going to remind the 
reader how much he also owes to Nash- 
Kelvinator’s contribution to the war ef- 
fort. 

In 1940, Mr. Archibald MacLeish in 
his controversial essay, “Post-War Writers 


‘and Pre-War Readers” (New Republic, 


June 10, 1940), described the younger 
generation as being “distrustful of all 
words, distrustful of all moral judgments 
of better and worse.” ... The condition 
he described was not as bad as he feared, 
but there is no denying that to a large 
degree it still exists—perhaps, after the 
experience of war, youthful cynicism is 
even more intense now than then. 

But Mr. MacLeish was entirely wrong, 
it seems to me, in ascribing this youthful 
scepticism to the influence of the dis- 
illusioned authors who followed the first 
World War: such men as Dos Passos, 
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Hemingway, Barbusse, and Remarque. 
For every one person reached by such 
authors, advertisers and publicity men 
and economic propagandists with goods 
or ideas to sell reached tens of thousands, 
The distrust of words does not come from 
reading writers who honestly state their 
feelings and convictions, even if those 
feelings and convictions are extremely 
gloomy. The distrust arises from long 
experience with an unending stream of 
venal poetry, venal speech, venal writing. 
People are hardly to be blamed, when 
they encounter so much of it, if they 
begin to wonder if there is any other 
kind. The pre-emption by the venal poet 
of the common value-symbols of our cul- 
ture, the symbols of courage, of beauty, 
of domesticity, of patriotism, of happi- 
ness, and even of religion, for the pur 
poses of selling, that is, of advantaging 
the speaker at the expense of the hearer, 
has left the disinterested poets with prac- 
tically no unsullied symbols to work with 
other than obscure ones hauled up out 
of The Golden Bough or the Upanishads, 
and practically nothing in common human 
experience to write about except those 
negative moods that the ghastly cheerful- 
ness of the advertising pages of the Ladies’ 
Home Journal has no use for. 

The restoration of poetry to its tra- 
ditional state as one of the most impor- 
tant of the communicators and creators 
of the values a civilization lives by awaits, 
therefore, a time when something less 
than 98% of radio time and 85% of space 
in mass-circulation magazines is devoted 
to selling something. It awaits an eco- 
nomic change profound enough to relieve 
advertisers of the necessity of invoking 
all the symbols of home, of mother, of 
the American way of life, of morality, 
and of the Christian religion in order to 
sell a box of soap-flakes. It awaits the 
dissemination of semantic wisdom, which 
can be equally well given by depart- 
ments of history, political science, chem- 
istry, English, or home economics as by 
teachers of semantics, sufficient to restore 
insight into the often subtle differences 
between venal and disinterested utterante, 
between statements rich with meaning 
and other statements, equally resonant, 
containing only sound and fury. It awaits 
a vision large enough on the part of stu- 
dents of poetry to see that the problems 
of modern poetry are inextricably inter- 
woven with the character of the semantic 
environment in which the disinterested 
poet is compelled to work, which in turn 
compels an examination of the tech- 
nological, the sociological, the economic 
beliefs and practices that create that en- 
vironment. In short, it awaits the time 
when students of poetry cease to treat 
their subject as a separate and isolated 
discipline and begin to look about them 
at the worlds of science, of commerce, of 
journalism, of public affairs, and find out 
what is going on. Then they will be able 
to do something more than deplore the 
state of modern poetry. 
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FTC Justice 


Map New 


Fight on Price Policies 


Center Fire on 
Zone Systems and 
Discount Practices | 


Washington, Feb. 6.—Discrim- 
inatory pricing has become one of 
the major targets of government 
“trust busters” in recent months, 
with an “offensive” to protect “free 


competition” proceeding on.a’ num- 


ber of legal fronts. 

Point one in the program is the 
fight to eliminate zone and basing 
point price systems which elimi- 
nate competitive selling between 
producers of heavy, standardized 
products. This offensive, involve 
ing a number of importaht ‘indus- 
tries and trade associations, is 
modeled after the famous FTC 
“Pittburgh plus” case, and. is 


gaining strength on the basis of a 
number of sweeping victories in 
the courts. 

Second. phase of the campaign, 


‘|only now shaping up at FTC, is a 


drive to eliminate discriminatory 
discounts and prices to the cus- 
tomers of a single corporation. 


New Legislation Sought 


This drive, supported by small 
retailers, and the small business 
committees of both houses of Con- 
gress, may eventually lead to new 
legislation to insure that the small 
business man gets a good break in 
buying. 

Finally, there is the movement 
to wipe out retail price main- 
tenance on the grounds that it 
involves a concept hostile to the 
free enterprise system by eliminat- 
ing competition between séllers. 


In a nutshell, FTC has already 
established in the celebrated Staley 
and Corn Products Refining cases 
that the use of a fictional base 
point for prices may result in dis- 
crimination which is illegal under 
the Robinson-Patman Act. 


Would Outlaw ‘Zones’ 


Now the commission is out to 
extend this ruling so that the use 
of arbitrary selected “zones” in 
pricing may likewise constitute an 
unlawful discrimination, harmful 
to competition between sellers or 
purchasers. 

Significantly, the Staley and 
Corn Products cases provide FTC 
with an anti-trust weapon regard- 
less of whether collusion, under 
the Sherman Act, is involved. To 
win its case, the commission need 
show only that a price system is 
injuring competition. 

These décisions apply chiefly to 
heavy goods industries dealing in 
standardized products quoted at 
standardized delivery prices, Wal- 
ter Wooden, assistant FTC general 
counsel, points out. While it is 
conceivable that the principle 
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could extend to some specialty 
goods, unit freight costs on such 
things as toothpaste and prepared 
cereal are so low that it is little 
more than a theoretical possibility. 


Discounts Under Fire 


The real problem for “specialty” 
people may arise from another 
type of case, exemplified by the 
recent order against Standard Oil 
of Indiana, seeking to eliminate 
price discrimination based on class 
of customer. 

In the Standard Oil case, orders 
were issued prohibiting the firm 
from allowing distributor discounts 
to certain jobbers who were sell- 
ing at retail in competition with 
retail filling stations. Here the 
commission is seeking to establish 
two points: Standard Oil must 
charge distributor-retailers the 
same price it charges retailers; it 
must not enable distributors to sell 
to other retailers at a price less 
than the price it charges retailers 
buying direct. 

These discount cases, pressed by 
retailer groups with the support 
of the small business committees 
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the effectiveness of such copy on match books. 
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Yes, in a national survey of advertising men, 61.4% said “Book 

matches can be used for reminder copy only.” But the facts prove 

conclusively that strong selling copy is effective when used on 

book matches. More effective on book matches, in many cases, than other media! 
The book match cover on the left was prepared by a nationally known financial 
institution. Look at the length of this selling story! An analysis of results proves 


To discover the medium which would produce inquiries at the lowest cost, 
57,000,000 book matches were used. These match books contained a complete 


message, using long copy, which had been proved effective in newspaper tests. 


THE RESULTS: Match books outpulled 4 basic media, including newspapers and 


Why don’t you ask a Diamond Book Match specialist to drop around and 
: \ P 
explain this most misunderstood of all media? Perhaps you, too, can improve 


your media structure with selling copy on Diamond Book Matches. Just clip 


BOOK MATCHES—the pocket-sized answer ...to a man-sized media problem 
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310 SOUTH MICHIGAN AVE., CHICAGO 4, ILL. 
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of both houses of Congress, ar: 
closely linked with a _ continu. 
ing campaign by certain retaile- 
groups for legislation curbin: 
efforts of manufacturers to set uy» 
their own retail outlets. 


Arden Loses Case 


These “discrimination” cases take 
on particular importance when 
viewed against the recent succes 
of a Little Rock, Ark., case in a 
triple damage suit against Eliza- 
beth .Arden Sales Corporation, 
based on an FTC complaint charz- 
ing discrimination in demonstrator 
services. 

Successful in killing the move- 
ment for “fair trading” in the Dis- 
trict of Columbia, the commission 
and the Justice Department would 
be pleased to see the entire retail 
price maintenance structure abol- 
ished. In a detailed report recent- 
ly, FTC claimed it was impossible 
to police these pricing arrange- 
ments to guard against collusion. 
Moreover, the commission felt that 
prices should reflect the differ- 
ent operating costs of various types 
of distributors, in order to reward 
efficiency. 


Sees Widespread Application 


Mr. Wooden is confident that the 
same reasoning which prompted 
the Supreme Court to outlaw the 
Staley and Corn Products basing 
points systems will eventually be 
applied to zone delivered price 
systems used in many industries. 

“Phantom freight” entered into 
the Staley and Corn Products 
pricing structures because of the 
arbitrary use of a Chicago basing 
point, although products were 
generally shipped from other cities. 

But, Mr. Wooden observes, 
these systems at least involved 
actual freight from the basing 
point, while the zone systems in- 
volve a fixed price calculated from 
a base, ignoring completely differ- 
ences in delivery costs to different 
destinations within the zone. 

A test case now in preparation 
involves the lead industry. It 
maintained a zone system which, 
according to the commission en- 
abled all producers to quote iden- 
tical prices in all parts of the 
country. 


Plan Insurance Campaign 


Northwestern Mutual Fire As- 
sociation, Seattle, this month and 
next will open a national advertis- 
ing campaign, through Honig- 
Cooper Company, Seattle. Ads will 
appear in Business Week, News- 
week and The Saturday Evening 
Post, in The Christian Science 
Monitor, and in trade publications. 


Five Join Eccleston 


J. W. Eccleston Jr., who opened 
his own advertising agency in Los 
Angeles last August, has moved to 
new offices at 1060 S. Broadway 
The following have joined the 
staff: Eugene Doherty, production 
manager and account executive; 
Helen Rawlins, art director; Ruth 
Bowers, account executive; Marian 
Lytle, office manager, and Adabei 
Holcombe, fashion artist. 


‘ Ld s . 
Milady’ Goes National 

Kira Melis, managing direct 
Milady of California, month!) 
fashion magazine published in Ls 
Angeles, has announced that te 
publication is being expanded in'0 
a national magazine, with a gua’- 
anteed 50,000 circulation. A nev 
basic page rate of $375 has been 
announced. 
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Imagine! 99%" Real 


DAIRY CREAM... 


yet AVOSET keeps 


sweet for months! 


os * rou CAN tMIOY 
! Think how often this say a Ney et 
“SAVE THE DAY” 


CASAM PITCHER ROR DEY” Rot mt aan 
it datichous, long-benping Aveeet 
swage om bane! 


sown casa WASTE! Oe 
& 2=——" 
pe ty 


vies 
wasp am Jy Oe >A 


vonet Totte 


‘nveeet handy, rove Swer® 


‘ue AVOSET WHIPPING Bie 
poth for luscious, fluffy whips od 
types AVOSET Table-Grade == 


for every table-cream use 


NO SPOILAGE — Avoset, non-spoil 

dairy cream, late this week will launch 

test promotion in four Florida markets, 

its first invasion of the east. (Story on 
Page 38.) 


Only Nine of 361 
Dailies Restrict 


National Ad Sizes 


New York, Feb. 7.—Only nine of 
361 daily newspapers throughout 
the country, surveyed by the New 
York chapter of the American As- 
sociation of Newspaper Repre- 
sentatives, will have “restrictions 
on acceptable sizes of national 
copy in 1946,” Gerald B. McDon- 
ald, chapter president, has re- 
ported. 

Of 28 newspapers in cities of 
more than 250,000 population, 
which had such restrictions in 
1945, only six are continuing them, 
and of 12 in cities of less than 
250,000, whick had_ restrictions, 
only three are continuing them. 

Twenty-eight newspapers in 
cities of more than 250,000 said 
that they would be able to accept 
more, and 21 the same amount of 
national copy in 1946 as compared 
with 1945. On the other hand, 294 
in the smaller cities can accept 
more and only 18 the same amount 
of national copy. 

“Newspapers generally expect to 
be able to handle a normal vol- 
ume of national advertising in 
1946,” Mr. McDonald said. How- 
ever, he added, “very urgent em- 
phasis has been placed by many 
newspapers on the absolute neces- 
sity for fullest possible leeway on 
optional dates of publication.” 


Jones Heads Net 


Tilford Jones, owner of KXYZ, 
Houston, has been elected chair- 
man of the operating committee of 
the Lone Star Chain. Basic sta- 
tions in the chain are KTSA, San 
Antonio; KGKO, Dallas-Fort 
Worth, and KXYZ. Supplemen- 
taries are KRVG, Weslaco; KRIS, 
Corpus Christi; and KGNC, Am- 
arillo, with some material also fed 


6 


New York Divides 


Publicity Functions 


The Division of State Publicity 
in the New York Department of 
Commerce, Albany, has been di- 
vided into two bureaus—the bu- 
reau of information, and the radio 
bureau. 

Both are under the direction of 
Harold Keller, deputy commis- 
sioner and director of state pub- 
licity. Herbert C. Campbell, edi- 
torial director of the division, will 
head the bureau of information, 
and Thomas C. Stowell of the state 


|health department will head the 
radio bureau, which was created 
in November at the request of the 
public relations committee of the 
National Association of Broad- 
casters. 


Revamps Sales Setup 


Constance Bennett Cosmetic Com- 
pany, New York, has notified all 
sales agencies and representatives 
that present arrangements have 
been cancelled, and an entirely 
new sales and representative or- 
ganization, with 10 territorial di- 


visions, is being set up. 


Publishes ‘Veteran News’ | 


Navy, Inc., Norfolk, Va., pub- | 


lisher of Navy Pictorial News, has | 


hegun publishing National Veteran 


is editorial director. A 250,000 
circulation by the end of this year 
is planned. 


Publicists Affiliate 


Thomas W. Parry & Associates, 
St. Louis, and Baldwin & Mermey, 
New York, have completed ar- 
rangements whereby each will act 
as the other’s affiliate in its home 
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city. The Parry organization has 
‘added Lemoine Skinner Jr. to its 
staff and occupied enlarged offices 
in the Security building, St. 


| Louis. 
News. Lt. Comdr. Charles S. Seely | 


STANDARD AND PHOTOGRAPHIG 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JO8, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS. WE ALLOW STANDARD + ~ 
AGENCY COMMISSIONS 


€@ HALKER DISPLAYS LIMA 8. 


Oakite 


to KFDM, Beaumont; KTBC, Aus- 
tn, and KFYO, Lubbock. 


Appoints Coughlin | 
Lawrence Coughlin, formerly in | 
tie retail advertising department 
the Chicago Tribune for 12 | 
years, has been appointed divi- | 
nal advertising coordinator of | 
ie Store for Men of Marshall | 
Field & Co., Chicago. 
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“A Bit of Paris in New York” 


wed 
RR 


= 


FRENCH RESTAURANT 


REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 

Famous French Candies 


15 EAST 52d ST. 


Mott's Cider 


Heinz Sauce 


A FEW ADVERTISERS 
WHO HAVE CASHED IN 
ON THE RICH 
WESTCHESTER MARKET: 


Wilson Products 
Libby Baby Foods 
Post's Raisin Bran 
Hostess Cup Cakes 
White House Coffee 


Pique Kitchen Magic 
Sheffield Farms 


COVERING THE 14TH es 


Westchester food volume. 
Westchester drug and cosmetic volume. 


don’t equal Westchester in building 


a mouse—but not Westchester. 


newspapers on your list ? 


*Sales Management Buying Power Survey 1945. 
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AMERICA’S 14th MARKET 


You have to watch some markets as a cat watches 


Westchester is watching for you! It’s watching 

the products offered in the Westchester newspapers. 

A consistent campaign will kick the pickets out of the 

fence and let you in on one of the richest markets in 
America—$746,000,000 of spendable income.* 

Twelve of the states you travel don’t come up to 

Ten states don’t hit the 

Eight states 

material volume. 


Don’t you think you ought to put the Westchester 


Represented Nationally by the KELLY-SMITH COMPANY : New York 


poe 4s st 


\ 


\ 


IN AMERICA 


ailsin = t 5 . Bi: ae , : ee e BS ‘ a id a er, e oe . Ce ‘pe awe mre ie 
, 1945 us 
iS, ar> : | ill 
ntin = ar eecaainy-.. 
etaile- a Sr | ’ 3 
ees F ee a 
sade PO , . 
id 
: 
| :, 
ee ‘i: 
og 
| [CAR CARO | specialists| Ti 
| = 
- me 
= en 
6 oer 
a a ee 
At your (2 
; grocer’s —— eS 
&B =. | 
po TOU CRAVE tessiows, Oo > 
Oy, Ee 
a— - 
avost! | 
re 
E 
iis nal = 
' 5 on ‘FP i ? z q (Le “Sb * Bs ¥ , = % apie ‘. 
: s Er %. ! " t y wee f, oi ie oe ; ; . elas ‘- i % 4 .* & ‘ ; i ei a 
MRR AEF ae! a. aa pati. i se e » Mi - Gi # ae a ae 
aS } a : f it Sia ee) ie i ee al —— ie ia ak eee ‘ ; € te 4 % ee ai = i ; _ 
i ri ; te S ., (iri ii Sse Cre rer tes, he ; a ie. a % rer “4 ere Piet ioe = eae 
. y ‘ 4. j | ae . iit eee coe ae rl ee i Bi Fey be , ie \ os i ne B if os oy nll = 
” i. ae ae pre Ft eee ty. Sae Lo a ¢ sak . eee me J en A ee aa ao. i 7 
eRe eN * 8. Bl eas ee mae) i ee nn ee oo Ef at ci S| eae t ee 
> Core nf fi °F . eter... in is | i. Se ar nas 
a ‘. 3 = 4 p) Fi e . ERs * , @ em RE AO. : ‘ ; a Ye . ae ‘ ie Oe 3 be on 63 hea ars 
r+: 7 6 Lee? ie —————— a Ss a ee - Be - 7 a Di es <a oe 
+: Re Cf i CA | df gel! e 
a [ik tee be Ea Wear, ee ais ’ ; 4 ‘ a 4“ — “ESS OoSalr i 4 ose 4 at 
* Hf : o a - Soe on. By — sai P a s i q bn ~ | ” = wm, wo ¥ ; se oy s : 
af aif 5 i ay Ce ; ee et Sag iz Yad “e ? ; vs 4 ite 8 Le £s se 4 # as ae g - : ? a:.. : 
i} ia ' Ss 5) 2: ae & ae oe es Sie ae Oe Se y * ae. “ oe 
‘ ars } Hd a 2. Ag YS * Se On Me ak ey i eo ‘ it” 2 eke Bex Hee fi er 
o 2 Maer te SS So ey > AE Y ‘ Ni © he: ; 
are eS Se. Megs tes -} ee fi : € 2 . “eSee ‘ee ce ae 
EE es ° Sb ee a & omy ma ef. £ 6 é a te a, 2c giee i tee. 
4 Gag LP, 4 y Y, + + ge re de if ' ae >, cc sates . 5 Cr 4 zs iJ . : ag Bi a ee ; 
| Be 7 pov, 0 ttm 1 ie ? Seo :0—lCslU a : ae ae ss 
Tae { ee 4 / A, mA % WEY a < % ie ¥ o% ).. ee 3 peg ty ‘ i ae. + ‘4 ... Boe 
“ “et Wig ; i Z gw ee a ae A as or ae Je : eq oe : i = me oe a ' Be | oe [oe Hea on 
‘ ZS 3 ¥ % q . ~ a 2 . % oe bigs = le ‘ 5 4 j ne Say os bo . * . 4 a £3 1 n= Pas pent 
* <. ae if. a Va meee ae sie ae ¥ 7 5 ae “sks ao a re z Nee 
| : Pe. , ; et ; yo ae a tees ‘a _—_ es . ee = = . " ba F 4 3 : 
| , H es ll ly , ae 7 s x = a be : 
| 5 . Bi) oa z ati: 3 . r ie ati * tae 3 ? i, é ‘<a so ieee . 
Dik i Sa a a _ 
+ i ¢ r 4 4 # +e ae aoe + ‘¢ * ce ee * bee : et ee 
t. "im. <e ty Sty? F Ts ae Be: coe ae 7 = Fs a . ce xy ae Ag . oct 
fest ; F f é ga Pe \ a ed, ‘ Bigs. ais” ae ee « gael ¥ at sm #92 ae n i. . eg Be a ¥ 2 ¢ : ; é My eS 
| Me ges y ee ee uaiaiae wg ‘ ies “Se . te es fl i : ‘ ae Fig: “Sy ’ , Esme a oe Pe Sd al ; Sor ‘i 
ted j sal pe SOS EE i . Pe i - ; ae oe | mes = Poa ; te 
ae" ne 7 ia 0) c Ley ee “2 Fae 4 i c ie " * * ee xt » ers a. a 
| <4 | waz ES a ee — ie : +. “4 <t i" * a atk £ * 3 Gat _ 
| 4 2 Aa Pare oer a ne, ae a ag. le oe : fe = cre mF bee. <_ auks 
UE a 7 se << eT . «Ae 1) ., Rae 
7 vet ie a : at Dm -.: Beata faa 
: | ite “Sit muss Bee Gy 
ie f nae oe aa es oO Paya : hes of 3 ie % r< Ta 2 ba 2 ae > : 
| Ss EE. ne Se TS ap ee ee ah SE ity 7 
| oO a ee a ae re ae eee i. * 
| ' pay ae ; el 4 | te, ‘ ee.) af, pai J Sa 
| 3 : oe pee eae ee aa, is 9 e: 2 i fa a 
; s ¢ 4 t ae | “a tuk det Pe : a a i en A" 2 eS - ae? sal 3 . ? z = eis : ea 
# 4 hm 7 meas iy ine - = Be “ates . Or a ; , : re : e. 
| 7 Mats é Bo. ae een ae — 8s “a p . 3 7 ii 
} 4 Bi tio = oS cae  e fo = ] ? £ : 
| : * re eee oir a é : ie : ae 
le) © SS —_ a ‘j Aal i — 
. . a 5 iS eee — 8 j ‘ ‘is 
: YF ae Baie sie; Be 7 : ; » =. ae Sia 
: a € ae or ‘ — ; e i me BE a 
| - ? * See if ae) é ef sid Ne — ° ‘ . = ? f #- oi a 
ag 3 | teas , iS . : ey Ge oe 
‘ | ae q Sei a : ae © 
| ‘et Fe, iy 4 Hy a & e _ 
| ee ee i fe a ‘ + hy 
| Mig he 1 fh Be ome. ai 
| 77 4 4 ey 7 ; ae : : ‘ to 5 ‘ ao 7 
| a * * wee ie he - xt, ‘, - es f : 5 Bw é. a ae 
y H , vr ag. ee e+ > 4 j i ¢ “ote ae 
et 2) 2 be ’ , 3 ye Bhs Fi ' Z ae i 3 
bs By sis co ey, Sk > 
* ) eg ._. vane 
ee 4 @ DN ta ie ee 
Ae ; “a a be. & vee ais ie 
aie Cie do wey a : 
| *° i e & ce 
mee — . 39 — 
: * 'y cr ae + s ag eS. 
| ‘ a eur. Sele * ines 
7 i. ot ee aie - 
| aie mn a i  —— 
| ¢ | WT ee % as a 
iia I . a ae 
_| | Be ea a e om 
ta { aie : ee. 
te oe ee el i ae 
te - es f a 
> co game cad > Re ee =a + See =e 
BU = PEER SK Ik any . oe a 7 s f 4a , tae. * aa Bee _ a Sa 
ou 4 :s ae TEs Oe. x eS Pay ipa. - 7 - 
A nev Se (ee weet eee PA Rea # 3 ; ; ‘ 
; been Rh = v ii | ¢ a eae i eit SS 
- a eo 
——EE NEw CASTLE = 5a 
. See Le 
a SS 2 es 
ee x - 
Tare TO “ 
e@- \ , 4s 
} GREER E ee —=\ -_ a 
wr 2 +a . . WN tN 
7 Wal —_ 18 ; 
; Es | IAG ™ ih 
3 as Yt |e 
& i Re 
Al et | “ ee - 
— 3 
a . . 
RIT SSAA FE | 4 
ae E 2A a Ma 7 i Pas a pat : . 7 ; 
: ‘ ve yee ar ei: i i eS ceo ‘ia aah i 3 ae 


i 


58 


Newspaper Strike 
Ends in Cleveland 


Cleveland, Feb. 6—The month- 
long strike of union pressmen 
against Cleveland’s three metro- 
politan newspapers ended yester- 
day as the workers voted to accept 
a recommendation by George 
Berry, international president, that 
the dispute be submitted to arbi- 
tration. ; 

The morning Plain Dealer and 
evening News. and Press halted 
publication Jan. 4. They are dead- 
locked with the local union over 
a $14.64 weekly wage increase. 
The newspapers had asked that 
the matter be submitted to arbi- 
tration at the outset of the strike. 
Mr. Berry last month had taken 
the position that he could not di- 
rect the local union officials or 
members to submit to arbitration. 

Because the three dailies main- 
tained full staffs, except for the 
press department, throughout the 
strike, they were able today to 
resume full operations. 


‘Time’ Overseas Edition 
Given New Format 


The overseas edition of Time, 
developed during the war, has 
emerged as two peacetime inter- 
national editions, one to be known 
as Time Atlantic Overseas and the 
other as Time Pacific Overseas. 
They will replace the present edi- 
tion July 1. Each edition will be 
branch-printed simultaneously in 
five countries in its circulation 
area, using film flown from the 
United States. 

Both editions will be identical 
editorially with U. S. editions, but 
will carry separate advertising. 
The one-time black-and-white 
page rate for the Atlantic edition 
will be $600, and for the Pacific 
edition $400, effective until Dec. 
31, 1946. 


Westinghouse Ups Price 

Gwilym A. Price, executive 
vice - president of Westinghouse 
Electric Corporation § since last 
May, has been elected president, 
succeeding George H. Bucher, who 
resigned that office but who will 
continue as chairman of the West- 


inghouse Electric International 


Company, export arm of the par- 
ent company. 


Perfect Circle Boosts 
Advertising Personnel 


George W. Stout, for almost 20 
years advertising and publicity 
manager for Perfect Circle Com- 
pany, Hagerstown, Ind., has been 
advanced to the newly-created 
position of sales promotion man- 
ager, which embraces all phases 
of the company’s merchandising 
policies and procedure. 

Lt. Comdr. Herman C. Teetor, 
a director of the company and 
formerly in the sales department, 
succeeds Mr. Stout as advertising 
manager, and John C. Senn, also 
on terminal leave, will return to 
the post of assistant advertising 
manager. 


Adclub Backs G. I. Plan 


The Advertising Club of Syra- 
cuse, N. Y., is sponsoring an Ad- 
vertising Council for Veterans. 
Twenty members of the advertis- 
ing profession will assist returned 
servicemen and women in getting 
jobs in advertising and allied 
fields. 


- ‘ 


- DAILY NEWS: | 


BD orectea mass cireulation is no mere catch-phrase. Its meaning to adver- 


tisers can be simply defined in terms of spendable dollars. A_ recent inde- 


pendent survey* found that readers of the Daily News are distributed into the 


following family income groups:— 


Over 87.199 income group. 10.8% ...tneome group 
85.000-87.199. 13.9% ... Income group $3.000- 
81.999, 39.6%, ... Income group $2.000-82.999. 
23.3%, .. . Income group below 82.000, 12.4% 


These latest figures and percentages again confirm what has long been known 


and accepted regarding the Daily News audience: its 1,250,000 home readers are 


the KEY audience in the Chicago market. For advertisers whose postwar plans in- 


elude this rich and important trading area the facts are conclusive that the Chicago 


Daily News belongs FIRST 


on the list! 


CHICAGO DAILY NEWS 


Jor 70 Years Chicago’ HOME Newshafer 


JOHN S. KNIGHT, Publisher 


*Conducted exclusively among regular readers of the Chicago Daily 


Ne ws, 


represe 


nting a valid cross-section, house-to-house 


LY NEWS PLAZA: 400 West Madison Street, CHICAGO 
TROIT OFFICE. 7-218 Genera! Motors Building 


sampling 


NEW YORK OFFICE: 9 Rockefeller Plazo | 
SAN FRANCISCO OFFICE: Hobart Building | 
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If you’re thinking of getting tough with Gus Brandborg, com’ 
mgr. of KVOO, Tulsa, you’d better keep out of the reach of hi 
arm. He’s prexy of the Tulsa adclub, and when he returned fror 
Dallas last week wearing a new crown as governor of the Tent!) 
District, AFA, his fellow Tulsans presented him with a well-use: 
gavel that weighs about 10 pounds and has a head about six inche 
in diameter. One gentle tap is guaranteed to stop the noise in th 
most uproarious room... 

“Richard S. Chenault has that rare faculty of being able not only 
to plan good layouts but to explain how he does it,” is what John EF. 
Wiley, board chairman of Ful- 
ler & Smith & Ross, New York, 
says about the new book, “Ad- 
vertising Layout,’ just pub- 
lished by Heck-Cattell, New 
York. Chenault, the author, is 
art director of the F&S&R 
agency... 

Entertainment for wounded 
vets in Birmingham and other 
service hospitals has been made 
possible through the presenta- 
tion of 75 brand new Hoffman 
table model radios. The pres- 
entation was made in Los An- 
geles by R. J. McNeely, sales 
mgr. of Hoffman Radio Corp., 
to the Red Cross camp and hos- 
pital committee, and the project 
was made possible through the 
cooperation of the radio maker 
and the Menswear Manufactur- 
ers Ass’n of Los Angeles... 

A new name on the list of ad 
instructors at New York’s City 
College is that of Lt. Col. Ed- 
ward Weitzen, assist. ad. mgr. 
of Bulova Watch Co. The col- 
lege’s new course in television 
production, starting with the 
Feb. term, is under the guid- 
ance of Herschel Deutsch, radio supervisor of Grey Ad Agency; 
James W. Egan Sr., formerly with the McJunkin agency, Chicago, 
and Alfred Roffman of Reiss Advertising, among others. . . And 
Howard F. Hayden, director of sales training for Commercial Con- 
trols Corp. is instructor in a course on “Fundamentals of Selling” 
at the University of Rochester. . . 

Discussions are in progress concerning the reopening of J. Walter 
Thompson’s branch in The Hague, with Jan Fels, of the agency’s 
internat] dept., in New York to take part. . . The final drawing of 
four, which illustrate an announcement of Harold Marshall’s return 
to his New York agency, shows Mr. M. pleading with a recruiting 
sergeant to get him back into the Army. But a P.S. says, “I’m only 
fooling.” . . 

A couple of hundred employes of the Tribune, South Bend, Ind., 
helped F. A. Miller, the company’s president, celebrate his 78th 
birthday at a_ reception 
held Jan. 31 in the Trib- 
une building. Mrs. Miller 
was on hand to assist in 
the serving of a birthday 
cake two feet long... 

Two junior ad execs 
arrived on the scene a few 
weeks ago. Patricia Gail 
became the daughter of 
Donald Breyer, partner in 
Hillman- Shayne- Breyer, 
Los Angeles, on Jan. 25, 
and a boy, first name un- 
known, came to live with 
Ralph Gentles, publicity 
chief of KXOK, St. Louis, 
Jan. 28. . John L. de 
Brueys, head of the 
agency bearing his namé 
in Houston, was the sub 
ject of an interesting bio 
graphical sketch in a re 
cent issue of “This Wee! 
in Houston.” Vitamin 
grow thick on the d 
Brueys family tree, judging from the extra-curricular activities fo! 
which the agency man has time and energy... 

Back at work is Clyde Scott, mgr. of KECA, Los Angeles, afte: 
seven weeks which he spent in a hospital, and afterward, conva- 
lescing near Palm Springs... 

An honorary life membership in the Technical Advertising Ass’! 
Boston chapter of NIAA, will be presented formally in April 1 
A. B. Fritts, publicity mgr. of Norton Company, who retired recent! 
after 37 years’ service. . . 

Russell T. Kelley, head of the Russell T. Kelley ad agency, Han 
ilton, Ont., and member of the Ontario Provincial Legislature, re} 
resenting Hamilton-Wentworth, was sworn into the cabinet la 
month as Minister of Health... 


Merrill C. Meigs, vice-president of the Hearst Corporation, to! 
the Chicago Association of Commerce Feb. 6 about his recent 31, 
000-mile air trip around the world for the Secretary of War, i! 
which he studied some of the problems of disposal of war surplus. . 

Ernest Brier, v.p. of Parke, Davis & Co., Detroit, who recently 
returned to this country, described his round-the-world flight t 
branch offices on three continents at a home-office manager’s meet- 
ing. . 


IN HAWAIIl—Harry Batten, president 

of N. W. Ayer & Son, and H. ‘:. Mc- 

Conaughey, vice-president and general 

sales manager of Hawaiian Pineapple 

Co., are shown in Honolulu as they 

discussed future ad and sales plans for 
Dole pineapple products. 


ONE OF 50—Leonard N. Simons, left, of 
Simons-Michelson Co., Detroit, is shown re- 
ceiving a gold medal and Secretary Vinson's 
special citation in recognition of his services 
as ad director of the Michigan war finance 
committee, 1941-1945. Making the presenta- 
tion is F. N. Isbey, state chairman. Only 50 
men in the entire country were thus honored. 
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. . greater signal strength of WGBF is 
Drop One Station, poten to the Evansville busi- 


Evansville Firm 
Ordered by FCC 


\Vashington, Feb. 6.—In decid- 
ing today to order the Curtis 
Rediocasting Corporation to dis- 
pose of one of its two stations in 
Evansville, Ind., the FCC took into 
consideration the fact that the 
conpany was charging identical 
local adyertising rates on the 
stations, although one provided 
greater coverage than the other. 

Arguing that the joint owner- 
ship permitted a concentration 
detrimental to the public interest, 
the commission pointed out that 
20 Evansville business men had 
resorted to WSON, a 500-watt day- 
time station in nearby Henderson, 
Ky., in order to get their adver- 
tising at lower rates. 

The order was a denial of ex- 
ception from the “duopoly” rule 
issued in November, 1943, prevent- 
ing ownership of more than one 
station in a service area, except 
in exceptional cases. 


Cites Joint Economies 


Curtis argued that “joint econ- 
omies and flexibilities of program- 
ming flowing from dual operation” 
would be in the public interest. It 
brought in local citizens who said 
they liked to deal with a single 
organization, and it pointed out 
that all but 2% of profits were re- 
invested in programming and ex- 
perimental work. 

The commission, however, con- 
tended that Curtis had never really 
made a case. “Carried to its 
ultimate conclusion,” FCC said, 
“this would mean that it would be 
in the public interest to license all 
the stations in a city, irrespective 
of number, to the same group. 

“These economies are out- 
weighed by the fact that the public 
suffers under a concentration of 
control and non-competitive pro- 
gram service in the same service 
area.” 


Extra Coverage ‘Surplusage’ 


The commission found that the 
stations—WGBF and WEOA—had 
separate network and national rate 
cards but identical local rates, on 
the theory that both stations cover 
and that the 


the local market, 


EYE’ CATCHERS 
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ness man. 

The commission took particular 
note of the fact that WEOA’s local 
rate was originally lower than that 
of WGBF, but gradually increased 
until Aug. 1, 1940, when it equalled 
that of WGBF. FCC also observed 
that local advertisers might add 
time used over both stations to ob- 
tain discounts based on volume of 
radio advertising. 

In citing its objections to con- 
centrated control, the commission 


pointed out that the two stations 
were programmed so that they did 
not broadcast simultaneously pro- 
grams competing for the same type 
of listener. The commission also 
observed that programs were 
shifted from one station to another 
to take care of network commit- 
ments. 

“In order to provide a truly 
competitive stimulus in Evansville 
under the present circumstances,” 
the commission said, ‘‘an entirely 
new station would have to be con- 
structed which, in turn, would suf- 


fer competitively in attempting to 
compete with the two stations un- 
der the applicant’s control.” 


Publishes ‘Host’ 


Richard L. Forrest Publishing 
Company, Minneapolis, has begun 
publication of Northwest Host, 
monthly trade publication for 
hotels, restaurants and resorts in 
Minnesota, the Dakotas, Montana, 
upper Michigan and northern Iowa 
and Wisconsin. The basic one- 
time page ad rate is $330. Con- 
trolled circulation is set at 8,774. 
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Bakewell Promoted 

Alvin F. Bakewell, with Victor 
Adding Machine Company, Chi- 
cago, for 18 years, has been ap- 
pointed general sales manager. 


Winning women readers .. 
THE HOMEMAKER 


The American woman's only pocket- 
size service magazine. 


1745 Broadway New York 19 


WORLD LEADER 
AIRCRAFT PRODUCTION 


WEARS & Mf CROWNS 


Los Angeles’ unchallenged position in the 


Detai! Assembly—Douglas Aircraft Company 


Here is a single county market of almost 


production of aircraft is strengthened by a 
current backlog of orders greater than the 
total 1939 output of the entire industry. Yet, 
aircraft is but one of the nine nationally 
high ranking major industries highlighting 
Los Angeles’ widely diversified manufac- 
turing structure of over 7000 individual 


and highly modern factories. 


y 
The fact that in 1945 more private capital 
was invested in industrial facilities than in 
any previous year of Los Angeles’ history is 
truly indicative of this area’s ever increasing 
magnitude as a manufacturing center. 


“LOS ANGELES EVENING 


3,500,000 people whose retail purchases 
are in excess of two and a quarter billion 
dollars annually ... a market which has 
grown spectacularly for a half century with 
no signs of slackening its pace. 


Fortunately, selection of a newspaper to 
effectively contact this immense consumer 
group presents no problem, for inside the 
nation’s third largest and richest single 
county market the Herald-Express reaches 
over 40,000 more families than any other 
daily . . . a concentration of circulation 
paralleling population and buying power. 
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Bacon to Floodbeam 


Effective March 1, F. Dale Bacon 
has resigned as general manager 
of the fire extinguisher division 
of General Detroit Corporation to 
devote full time to the post of 
president of Floodbeam Flashlight 
Company, Wetstart Mfg. Com- 
pany, and Bal Dart Inc., merchan- 
dizing organization, all of Detroit. 


Elstad Joins Agency 


Rudolph Elstad, formerly ani- 
mation artist with Walt Disney 
Studios, has joined the art staff 
of Olmsted & Foley, Minneapolis 
advertising agency. 


Magazine Hikes Rates 


Canadian Home Journal has an- 
nounced an increase in space rates, 
based on circulation gains since 
March, 1943, when present rates 
became effective. Under the new 
schedules, which become effective 
July 1, the basic page rate will 
change from $1,375 to $1,500. 


Appoints Sive Agency 

National Diaper Service, Cin- 
cinnati and Dayton, O., has placed 
its account with Leonard M. Sive 
& Associates, Cincinnati. News- 
papers and direct mail will be 
used. 


Lawrence families 
live well! And the 
Eagle-Tribune has 
helped advertisers 
get their share of 
this great reservoir 


of buying power. é 


LAWRENCE 
RETAIL SALES 


Annual retail sales in Lawrence for 1945 (estimated by 
Sales Management) approximated $50,686,000 . . . 
crease of 8.2°/, over the 1944 total of $46,849,000. This 
superior market is not the result of mushroom growth in 
wartime. For years the stable prosperity of Lawrence has 
been cultivated in the steady demand for woolen and 
worsted textiles from the famous Lawrence mills. 


Effective Buying Income.. 
Buying Income Per Family..........$3,884 
ABC City Zone Population... 


The EAGLE - TRIBUNE. 


LAWRENCE, MASSACHUSETTS | 
(CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD + GRIF ERITH CO.=—- NATIONAL REP HEB ENTATIVES 


an in- 


rrr $89,734,000 


Tr rE 124,849 


A IMPOSING group of successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to useaserviceconsisting ofad-setting, engraving, 
and printing—all under one roof...Specially trained men are 
always on their toes to Serve you so well that you will come 
back again. We.can lighten your burdens—and at the same 
time produce better and more profitable printing for you— 
at a saving of time, trouble and money. Phone Whitehall 2300 


FAITHORN 
CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
400 N. RUSH STREET, CHICAGO 11 + WHITEHALL 2300 


Clark Expects 
$4 Billion Annual 


Appliance Volume 


New York, Feb. 5.—The expan- 
sion of “electrical living” in Amer- 
ican homes will provide jobs for 
600,000 men and women and will 
mean an annual business of $4.5 
billion during the next five years, 
B. W. Clark, vice-president in 
charge of sales of Westinghouse 
Electric Corporation, said at a pre- 
view of its consumer products here 
last week. 

J. W. Ashbaugh, vice-president 
in charge of the Westinghouse 
electric appliance division, pointed 
out that at the time of the elec- 
trical workers’ strike, employment 
at the Mansfield, O., and Spring- 
field, Mass., appliance plants was 
only 400 below the prewar peak of 
5,500, yet production was 40% be- 
low the prewar level, due to the 
necessity of retraining employes, 
shortages of materials, and gen- 
eral problems due to reconversion. 


Ae 
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Mr. Clark estimated that im- 
proved wiring in new and re- 
modeled homes would cost more 
than $215,000,000 yearly; small 
and large appliances, $2 billion 
a year, and increased consump- 
tion of electricity from $1 to $2 
billion. 


Calgon Expands Budget 


Calgon, Inc., Pittsburgh, will ex- 
pand its 1946 advertising expendi- 
tures considerably in the com- 
mercial laundry and_ cleaning 
fields, and has added three busi- 
ness papers to its new schedule. 
Advertising for household Calgon 
will be continued in the same 
group of 52 dailies used last year, 
as well as in trade publications. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Prints Court Plans 


Tourist Court Journal, Temple, 
Tex., has published the “Tourist 
Court Plan Book,” a guide for 
financing, locating, constructing, 
landscaping and advertising tourist 
courts. The book sells for $27, 
which includes a subscription to 
the business paper. 


Joins ‘Chicago Tribune 

Pierre Martineau, promotion 
manager of the Memphis Com- 
mercial Appeal and Press-Scini- 
tar, has joined the business survey 
division of the Chicago Tribune's 
advertising department, and wil] 
devote most of his attention to 
sales promotional work in the na- 
tional advertising field. 


Forms Sales Agency 


Ross Coles, vice-president of 
Belnap & Thompson, Inc., Chi- 
cago, for the past nine years, has 


formed Ross Coles & Co., sales 
promotion agency, at 209 S. La 
Salle St., Chicago. Officers in- 


clude Mr. Coles, president; Robert 
B. Douglass, recently discharged 
from the Navy, vice-president, and 
W. S. McIntyre, formerly in the 
Navy, secretary. The company wil] 
specialize in premium merchan- 
dising service. 


Transfers Offices 


Bob Wettstein, Los Angeles pub- 
lishers’ representative, has moved 
to larger quarters in the Archi- 
tects’ building, 816 W. 5th St. 
Los Angeles 13. 


‘MAGAZINE OF RURAL ELECTRIFICATION 


wHar's F/FL IAM S/f To AN ESKIMO? 


In the continuous search for the best prospects, the manufacturer of electrical 
equipment would put the Eskimo at the bottom of his list. That's certain. For the 
Eskimo has no electric service; and even if he did, he still hasn’t the purchasing 
power to buy electrical apparatus. That's definite. 

The prospective purchaser of electrical appliances and equipment must first 
have a power supply. That’s obvious. If he also has purchasing power, then he is 
the manufacturer's prime prospect. That's logical. 

The greatest expansion in the sale of electrical goods is on American electrified 
farms where power is used for both production and better living. That’s self-evident. 
| The electrified farms which have purchasing power are the biggest buyers of electrical 
merchandise. That’s undeniable. 

The only magazine which is devoted exclusively to the uses of electricity in 
agriculture is ELECTRICITY ON THE FARM. That's factual. The only magazine which 
circulates exclusively to pre-selected electrified farms — 400,000 of them, all 
with purchasing power — is ELECTRICITY ON THE FARM. That's demonstrable. 
The readers, therefore, of ELECTRICITY ON THE FARM are the best prospects for 
the sale of electrical appliances and equipment. That's basic. 


THE FARM wacxzn 


24 West 40th Street 
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NBC Promotes 
Witmer, Kopf 


and Showerman 


New York, Feb. 6.—Roy C. Wit- 
mer, vice-president in charge of 
sales of NBC, has been appointed 
to the newly- 
ereated post of 
staff vice-presi- 
dent as one of 


three major 
organiza- 
tional changes 


in the network’s 
executive man- 
agement, be- 
coming effective 
April 1. 
Harry. Cc. 
Kopf, vice-pres- 
ident of NBC’s central division 
in Chicago, will transfer to New 
York as vice-president in charge 
of network 
sales, and I. E. 
S howe r- 
man, eastern 


Roy C. Witmer 


sales manager, 
will go to Chi- 
cago as man- 


ager of the cen- 
tral division. 

With NBC 
since 1927, Mr. 
Witmer was 
promoted to as- 
sistant sales 
manager in 1929, sales manager 
in 1930, and the following year 
became a vice-president. 

A member of 
Hearst’s adver- 
tising sales staff 


Harry C. Kopf 


until 1927, Mr. 
Kopf was with 
System maga- 
zine and the 
Literary Digest 
before joining 
NBC sales in 


Chicago in 1931. 
He became suc- 
cessively sales 
manager of the 
central division, manager and vice- | 
president. 

Mr. Showerman, after five years 
with newspaper and agency ad- 
vertising departments, joined NBC | 
in Chicago in 1928, and was trans- | 
ferred to New York in 1936 as 
assistant eastern sales manager. 
He became eastern sales manager | 
in 1940. | 


|. E. Showerman | 


Bothwell Names Bennett 


W. Earl Bothwell Advertising 
Agency, Pittsburgh, has appointed 
Irving Bennett director of its pub- 
licity and public relations depart- 
ment. Mr. Bennett, formerly an 
Army major, returned to the U. S. 
in December after two years’ serv- 
ice in the Southwest Pacific. Re- 
cently returned veterans at the 
agency include Joseph P. O’Don- 
nell, space department, and George 
C. Plataez, art department. 


Takes on Opera 

Austin Wilder, with offices in 
New York, has been named pro- 
motion and publicity director of 
Chicago Opera Company for the 
1946 season. 


To Kuttner Agency 


Hamilton “oods, Inc., Chicago, 
Maker of frozen food specialties 
and other foods, has appointed 
Kuttner & Kuttner, Chicago, to 


fMandie its account. 


NC USE TURNING 
CUSTOMERS AWAY 


li yet you may if You 
Manufacture 


ng just ei 
rs a 7 billion 
101) r market you and Sell 
°u'd encourage 


+ ; COSMETICS 
imply a letting& 


‘es people know you'd welcome their 
‘US! ess, For the Negro looks to his race 
for guidance. Your advertising in 
egro papers can earn his confi- 
“enc. good will and regular patronage. 
But whether your product is cos- 
food, drink, wearable, or any- 
else, it will pay you to write to 

‘i State United Newspapers, Inc., 545 


rit Ave., New York, for the facts on 
in, .2ccess stories built out of reach- 
"g ‘his great and growing market. 


Harte Joins McLain 


McLain Organization, Philadel- 
phia, has announced the forma- 
tion of a public relations depart- 
ment with John O’Hara Harte as 
director of public relations and 
plans. Mr. Harte joined McLain 
after completing a three months’ 
contract with Menasco Mfg. Com- 
pany, Burbank, Cal., to organize 
a department of advertising, pub- 
lic relations and internal relations. 


Firestone Adds Goodman 


Archie Goodman, formerly ad- 
vertising manager for Raymond 
Laboratories, has joined Firestone 
Advertising Agency, Minneapolis, 
and the name has been changed to 
Firestone - Goodman Advertising 
Agency, although Allan L. Fire- 
stone continues as sole owner. The 
agency has moved to 445 Loeb Ar- 
cade, Minneapolis. 


Miracle Electric 
Adds More Items; 
Plans Big Drive 


Chicago, Feb. 6.—Miracle Elec- 
tric Company, which produced 
electric mixers, roasters, coffee 
makers and flour sifters before the 
war, and which recently announc- 
ed it is adding steam and electric 
irons, electric and non-electric 
vacuum cleaners, toasters and sev- 
eral other appliances, today re- 
vealed plans to make _ carpet 
sweepers and room heaters as 
well. 

Advertising to consumers will 
not begin until output is heavily 
increased. The campaign is ex- 
pected to include insertions, each 
built around one of the company’s 


20 products, in a large number of 
women’s and general magazines. 
Trade publication advertisements 
are now being used. Cramer- 
Krasselt Company, Milwaukee, is 
the agency. 

George A. Boivin, advertising 
and sales manager, said that the 
Miracle line will be distributed 
through a “multiple setup” of job- 
bers, enabling the company to ob- 
tain retail outlets in hardware, 
radio and appliance, department 
and other types of stores in indi- 
vidual markets. Eighteen manu- 
facturers’ agents have also been 
appointed to represent Miracle. 


Anderson Opens Agency 

K. W. Anderson has opened an 
advertising agency under his name 
at 406 S. Sycamore Ave., Los 
Angeles 36. 


61 


Joins Mercready 


L. W. Van Denburgh, formerly 
in charge of special design and 
engineering work with Krautter 
Electric Machine Company, New- 
ark, has joined Mercready & Co., 
Newark, as an account executive. 


Todd to Ridgway 

Josephus M. Todd Jr., formerly 
with Ralston Purina Company and 
KSD, has joined the Ridgway 
Company, St. Louis agency. 


a nosis S 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 linvis 


Baltimore News-Post 


Both of them 


finish in the money 


Baltimore’s best-selling bread and 
best-selling newspaper both wind 
up in the big money, when Balti- 
more housewives start picking 
winners. Of course you'll find their 
favorite bread advertised in their 
favorite paper, the News-Post — 
biggest newspaper in the 6th city 
for over 18 years. For sure win- 


nings for your product, place your 


wagers now on the... 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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WANTED 
A TOP-RANK AGENCY CREATIVE MAN 


Long established, successful agency, with widely diversi- 
fied national accounts, has immediate opening in its mid- 
western home office for an experienced “ad maker”—30 to 
40 years old—with demonstrated record as copy writer 
and all-around creative man. 


Agency’s projected volume for 1946 is in the ten million 
dollar bracket. Permanent connection, with assured future, 
for man with the right combination of ability, ambition 
and capacity for producing and supervising fine adver- 
tising. 


Write giving details as to background, education and 
present advertising connection. 


Box 6409 
Advertising Age, 100 E. Ohio St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
OPPORTUNITY 


New York Advertising Agency about to establish Chicago Branch 

Office, interested in contacting aggressive, reputable account 

executive competent of assuming complete charge of Chicago 

operation. Excellent financial arrangement, including profit 

participation for the right man. Replies held in strict confidence. 
BOX 6405, ADVERTISING AGE 


330 W. 42nd Street, New York 18, New York 


RADIO ACCOUNT EXECUTIVE 
OPPORTUNITY 


Long established New York Advertising Agency has excellent proposition to 
offer experienced young man, capable of heading the Agency's Radio 
Department. 

The man we seek must have a successful creative and merchandising back- 
ground in Radio Advertising. 

Attractive financial arrangements will be made with the right man. Replies 
confidential. 

Box 6407 
Advertising Age, 330 W. 42nd St., New York 18, N. Y. 
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Wanted,” 


lines. Terms cash with order. 
publication date. 


Advertising Age, February 11, 1943 


The Advertising Market Place— 


The rates for this department are as follows: “Help Wanted,” “Positions 
“Representatives Wanted,” and 
50 cents a line, minimum charge $2. 
and spaces per line; light body face 34 per line. 


“Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Tuesday noon preceding 
Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicago 


Small-Agency Job-With-A-Future 
Somewhere there is a young man— 
fortyish—who has ALL-ROUND 
agency experience and a preference 
for small-city life. For such there is 
an opening for realizing a full-life 
future in a position with growing 
compensations. Head of fully recog- 
nized agency looks forward to grad- 
ual easement from responsibilities 
next few years. Controlled business 
not essential, but would help. Write 
fully; facts strictly confidential. 

Box 7938, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 


COPYWRITERS 
We want to hear from copywriters 
who can write a letter that will, by 
imaginative literary craftsmanship, 
tell us. more about their creative 
and writing ability than yard-long 
lists of previous connections. Male 
or female. Young or getting grey 
hair. This is a live, growing agency 
that respects ideas more than tradi- 
tions. We'll talk compensation if 
your letter sells us. 
Box 7971, ADVERTISING AGE 

330 W. 42nd St., New York, 18, N. Y 


ARTIST—LAYOUT 

AN INTERESTING POSITION WITH 
NATIONAL ORGANIZATION  EN- 
TAILING STYLIZING AND TECH- 
NIQUE IN IDEAS, ROUGHS AND 
COMPREHENSIVES FOR SPECIAL 
PROMOTIONS. ALSO ANOTHER 
POSITION FOR A MAN WHO CAN 
PRODUCE FINISHED 
THESE LAYOUTS. STATE AGE, 
EXPERIENCE AND SALARY DE- 
SIRED IN YOUR FIRST REPLY. 

Box 7972, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
There is an opening in this well es- 
tablished Agency for an Account 
Executive to contact accounts and 
solicit new business. This position 
offers a big future for an ambitious 
energetic man with imagination an 
vision. Give full details regarding 
past experience, age, salary require- 
ments, etc., which will be treated 
in confidence. Our men know of this 
advertisement. 


Box 7973, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Fiorina. a major market in its own right, is 
marked as one of a very few merchandising areas 
in the entire country with a superior chance to 


hold all its war gains! 


Florida’s stability as a potent market is 
demonstrated by the steady increase in retail sales, 
purchases of producers goods, postal receipts, bank 
deposits, homesite purchases, new building and 
school attendance. Construction, a year ‘round 
industry in Florida, adds to the vitality of this 


permanent and predictable market. 


Florida’s vast back-log of purchasing power is open 
to you through the complete low-cost coverage of 
Florida’s three great morning dailies... in Florida’s 
three key sales areas and their tremendous 


trading territories. 


JACKSONVILLE 


tay 


A S. Grant. Atlanta 


Agency Artist needed by growing 
agency located in fast growing 
Texas metropolitan city. Must be 
able to produce good clean layouts, 
roughs and finished art, especially 
good illustrations, figure work and 
lettering for all types of media. The 
man we want must be on the way 
up. He’ll be associated with a hard- 
working but congenial group and 
will have plenty of opportunity if he 
can produce ... without artificial 
stimulation. Ideal climate and liv- 
ing conditions. Give us your com- 
plete experience record, salary re- 
quirements, etc. 
Box 7974, ADVERTISING AGE 
100 E. Ohio St., Chicago il, Ill. 


POSITIONS WANTED 


ADVERTISING MANAGER 
Seasoned executive seeks connection 
with leading Chicago area concern 
to head adv. and public relations 
dept. Experience covers several in- 
dustries. Salary, $10,000—and worth 
double! 

Box 7979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Established Space Salesman wi 
broad experience and record of hi 
volume production in Middlew: s 
seeks expanded opportunity. Wo 
rather sell space than be busin 
manager. 
Box 7983, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il 


PHOTOGRAPHING SALESMAN’ 
Ex-Army Captain. 7 years experi. 
ence, 

Box 7986, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I), 


on ce 


ADVERTISING 


SALES PROMOTION 
EXECUTIVE 


with proven imagination, creative 
ability and originality is seeking 
an opening with 


AGENCY or MANUFACTURER 


where he can use his talents and 
past experience in the promotion 
of packaged goods. 


Has held top agency job for eight 
years preparing and executing 
marketing and merchandising 
plans—writing copy and creating 
original sales promotion ideas. 


Has had over six years’ experience 
as manufacturer, having organized 
a specialty business and obtained 
national distribution in less than 
two years. 


Box 6408, ADVERTISING AGE 
330 W. 42d St., New York 18, N.Y. 


WANTED 


Copy Writer Able to Work 
With Substantial Clients 


A man on the way up, probably 28- 
35, with real creative ability and an 
open up-to-date mind. Good educa- 
tion essential. Agency experience 
necessary. Plenty of hard work with 
commensurate opportunity. 15 of 
our accounts are national leaders in 
their respective fields. Salary range 
in line with comparable agencies plus 
profit sharing. Congenial associates 
in a leading and growing New Eng- 
land 4A agency. Please give full 
particulars in your first letter. 


Box 6404, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


WANTED 
AUTOMOBILE 
PUBLICITY MAN. 


Large, established Detroit auto- 
mobile manufacturer has immedi- 
ate opening for experienced | 
newspaper man with record of | 
successful operation in publicity 
field, preferably automotive. 
Write complete background, age 
and salary requirements. All re- 
plies will be kept in strict con- 
fidence. 

BOX 6406, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


PUBLIC RELATIONS 
MAN WANTED 


Large eastern manufacturer 
wants a Director of Public Re- 
lations to take command of a 
well-manned fully functioning 
department. A $12,000 to $15,- 
000 spot for a seasoned execu- 
tive between 35-45 who has had 
large corporation experience 
possible as runner-up to a top- 
flight Director. . . . Must know 
press relations and personnel, 
house-organ publishing, sales 
promotion, advertising manage- 
ment... capable of advancing 
to top-management executive 
group. Give ALL important 
facts in |-page letter, following 
which interview will be ar- 
ranged. Replies treated in con- 
fidence. 


Box 6396 
Advertising Age, 330 W. 42nd 
St., New York 18, N. Y. 


WANTED: 


ADVERTISING MANAGER 
WITH ORIGINAL IDEAS 


Young man under 35 to initiate and 
organize a complete new advertising 
system, capable of writing trade 
paper advertising copy, technical bul- 
letins and sales promotional material, 
with experience in Western Pennsyl- 
vania area; engineering background 
preferable but not essential. Our 
current expansion offers unusual 
promise for the future. We are a 
well-established firm, distributors of 
heavy earth moving equipment, power 
tools and machinery for coal mines 
and the lumber industry. Write stat- 
ing qualifications and experience. 


Beckwith Machinery Company 
6550 Hamilten Avenue 
Pittsburgh 6, Pa. 

Attn.: J. C. McShane 


PUBLICATION 
PARTNER SOUGHT 


With advertising and managerial 
background for expanding technical 
publication with good circulation in 
fast growing field. Require up f° 
$10,000 for expansion program and 
willing to sell substantial interes’ to 
man who can qualify. 


Party sought must be young, »ble 
to sell and ambitious enough to work 
hard for a few years. Write 50 
6399, Advertising Age, 100 E. hic 
St., Chicago II, to arrange fo 4 
interview. 


Account Executive, -* | 
Advertising Manag:' 


Seeks position with Chicag 
firm. Aggressive 34 year o! 
all around advertising ma! 
experienced in plannin; 
complete advertising an 
merchandising campaigns 
Ifnecessary can take charg’ 
of PRopUCTION, MEDIA anc 
Rapio departments. 
Available Immediately 


BOX 6410, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Ll 
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idvertising Age, February 11, 1946 


POSITIONS WANTED | 
w EST. COAST ADVERTISING 
AGENCY CONNECTION 
ight by attractive young woman 
yn to reside in California. 8 years 


siness experience, Manhattan, 
imercial airline, ‘fashions, cos- 
tic, industrial background — edi- 


enorns 


jal, advertising and contact. 
Box 7976, ADVERTISING AGE 
+ W. 42nd St., New Work, 18, N. Y. 


Agency Souaokaweet Assistant 
30, University (Advertising). 8 years 
n wspaper display. Willing to start 
a’ bottom to change fields. Samples. 
y teran eligible for “On Job Train- 
ing’ subsidy. 
Box 7984, ADVERTISING AGE 
W. 42nd St., New York 18, N. Y. 
FOR AGENCY HEADS ONLY! 
One of America’s best-known ad 
men says: “You have a mind that 
clicks off advertising ideas like a 
machine. You belong back in an 


ageney. But concentrate on ideas 


and plans. That’s your forte and the} - 


hardest ability for an agency head 
to find, You’d be a gold mine for the 
agency and have the time of your 
life on such a job.” Have YOU a 
spot like this open? Then write: 
Box 7985, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [ll. _ 


AGENCIES .. . Attention! 
Executive with impressive retail 
background in Sales Promotion, Ad- 
vertising ... record of achievement 
also in creating new business for 
metropolitan dailies . flair for 
sound copy, analysis, visualization 
and point-of-sale follow-through 
., available full time or free-lance. 

Box 7977, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SPACE SALESMAN AVAILABLE | 
Vet—10 yrs. exp. in Pa., Va., Md., 
Del. & D. C. with newspaper rep. 
Box 7978, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Vet—Col. Grad. Willing to learn 
Publ. Adv. or Mkt. Research. Salary 
incidental. Chicago or Southwest. 
Box 7980, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Wanted 
SPACE SALESMAN 


For consumer export maga- 
zine. $3000 while he trains, 
$10,000 when he produces. 


Selling personality and drive essential. 
College graduate preferred with space 
selling experience. Reading knowl- 
edge Spanish and export helpful. We 
want a man worth training for even- 
tual top executive advertising position. 
Send detailed biography with picture 
to Box 6403 ADVERTISING AGE, 330 
W. 42nd St., New York 18, N. Y. 


ic NS seem 


Hire a Veteran 
With a Future 
in Advertising 


* 


MEDIA BUYER. Consumer, 
industrial agency exp. Lt. 
Col. tanks, vet of Africa- 
Europe camp. East, Cen- 
tral. $6,000. JH-216. 


AD MANAGER. Feed, dog 
food, agency copy exp. 
Anywhere. $4,000. JH-217. 


PROMOTION. Newspaper 
space, edit. Hotel Prom. 
exp. Anywhere. $3,000. 
JH-218. 


MEDIA SALES. Navy chief, 
10 yrs. disp., Classified. 
Anywhere. $3,500. JH-219. 


SOPY. Auto part, chain, 
catalog, house organ, re- 
search exp. AAF manuals. 
Midwest. $4,500. JH-220. 


x 


Write or Phone 
‘OB HUNTER foday! 


A Free Service of 


Advertising Age 


00 E. OHIO ST., CHICAGO 11, ILL. 
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POSITIONS WANTED _ 


Top Flight 
Market Research Executive 
Available 
Has excellent background in selling, 
merchandising, and research with 
both consumer and industrial prod- 
ucts. Accustomed to administrative 
responsibility and directing efforts 
of others. Highly qualified to in- 
terpret facts for top management. 
Has Ph.D. Age 37. Best references. 
Box 7982, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES _ AVAI AIL ABLE. 


Desire to ~ represent Distributors, 
Brokers or Manufacturers on good 
selling lines Advertising Novelties, 
Direct Mail, Mat Services or suc- 
cessful Advertising ideas. Commis- 
sion only, Ohio Territory. 20 years 
experience merchandising and ad- 
vertising. Excellent references. 
Box 7975, ADVERTISING AGE 
100 E. Ohio St St., Chicago 11, Ill. 


MICHIGAN and OHIO buy acres of 
advertising space. Does your publi- 
cation get its share? An alert REP- 
RESENTATIVE for exclusive and 
specialized presentations plus ag- 
gressive follow-up in this area will 
be productive and profitable. 

Box 7968, ADVERTISING AGE 
100 E. Ohio St., poner tol 11, Til. 


MISCELLAN EOUS 


Copyrighted specialty advertising 
medium. Give away item. Survey 
indicates $5000 per state per foot- 
ball season easily possible. Outright 
or royalty. 
Box 7981, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WMAQ Clients Get 
Promotion ‘Bill’ 


Chicago, Feb. 6—A promotion 
plan carried on by NBC for its 
central division clients, this year 
netted sponsors $628,538 in free 
advertising, Emmons Carlson, 
manager of the division’s sales 
promotion department, reports. 

Mr. Carlson sent clients indi- 
vidual invoices, showing each in 
dollars and cents what the station 
break announcements made in 
1945 in behalf of the sponsor’s pro- 
gram would have cost at regular 
card rates. The promotion stunt 
was originated two years ago on 
WMAQ, Chicago. 

The report showed that there 
were 20,593 long and short live 
station breaks aired over WMAQ 
during 1945. Of the 30-second 
station break time available, 12 
seconds are sold at regular card 
rates and eight seconds are needed 
for station identification, leaving 
10 seconds free for promotion of 
WMAQ-NBC shows. If the 12 


seconds are not sold, clients get 
the benefit of the full 22 seconds. 


Busch Names Brown 


Busch Precision Camera Cor- 
poration, Chicago, has appointed 
E. H. Brown Advertising Agency 
to handle its account. Use of busi- 
ness papers and general maga- 
zines is contemplated. 


Agency Changes Name 

Logan & Arnold, Los Angeles 
agency, has changed its name to 
the Dudley L. Logan Advertising 
Agency. Donald Murphy, a past 
president of the National Indus- 
trial Advertisers Association, has 
been named chief account execu- 
tive. The agency has added the 
account of Hughes Aircraft Com- 
pany, Los Angeles. 


MARKET RESEARCH 


Man with broad and extensive experience 
in consumer market research in food and 
drug is available and will reply to all 
inquiries. 
Box 6411 
Advertising Age 


100 E. Ohio St., Chicago II, Illinois 


Mitchell Names Agency 


Strauss Associates, Philadelphia, 
has been named advertising coun- 
sel for Dennis Mitchell Industries, 
Philadelphia, maker of automotive 
and bicycle accessories. Business 
papers will be used. 


Rollinson Incorporates 


Dudley Rollinson Company, Ad- 
vertising, New York, has incorpo- 
rated as the Dudley Rollinson 
Company, Inc. 


Walter Lowen 


PLACEMENT AGENCY 
e 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office -:- Creative -:- Executive 
Resumes required before registration. 


Moderate placement service fee some- 
times paid or shared by the employer. 


420 Lexington Avenue 


New York 17, N. Y. 
LEX 2-8864 
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With the large scale resumption of business and of intensive promotion 


of products and services following the war, the Advertising Federation 


of America considers it timely to restate the fundamental principles 


which in its judgment should guide the sponsors, practitioners and cir- 


culators of advertising and which, with few exceptions, advertisers now 


generally observe. 


A Statement of Advertising 
Principles 


intelligently. 


Good advertising aims to inform the consumer and help him to buy more 


Good advertising tells the truth, avoiding misstatement of facts as well as 


possible deception through implication or omission. It makes no claims 
which cannot be met in full and without further qualification. It uses only 


testimonials of competent witnesses. 


Good advertising conforms to the generally accepted standards of good 


taste. It seeks public acceptance on the basis of the merits of the prod- 
uct or service advertised rather than by the disparagement of competing 
goods. It tries to avoid practices that are offensive or annoying. 


Good advertising recognizes both its economic responsibility to help reduce 


distribution costs and its social responsibility in serving the public interest. 


ADVERTISING FEDERATION OF AMERICA 


The above Statement of Advertising Principles was drawn up by a 
committee of leaders in advertising and allied fields with the coop- 
eration of representatives of the National Association of Better 


Business Bureaus and adopted by the A.F.A. January 8, 1946. 


TO ADVERTISING ORGANIZATIONS: The A. F. A. urges that advertising 
groups and individuals adopt this statement as their own, publicize it widely 


to advertising people and to the public, and promote its observance by all 
within their influence. 


JOE M. DAWSON 
Chairman of the Board 
Advertising Federation of America 


= 


Copies of the Statement in small size suitable for envelope enclosures 
or for placing under the glass top of your desk, also in larger size 
for framing, will be gladly furnished without cost. 
Federation of America, 330 West 42nd Street, New York 18, N. Y. 


Write the Advertising 
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Habegger Appointed 

O. Fred Habegger, formerly 
with the sales departments of 
Standard Register, Dayton, O., and 
Equitable Gas Company, Pitts- 
burgh, has been appointed man- 
ager of advertising and sales pro- 
motion of Bryant Heater Com- 
pany, Cleveland. 


G-F Promotes Wiggins 
C. A. Wiggins, with General 
Foods Corporation, New York, 


since 1917 in various advertising 
and merchandising posts, has been 
named associate advertising man- 


ager with direct supervision Over 
all Gaines dog food advertising. 


Buys Farm Digest 


C. L. Mast Jr.; who has been 
editor of “The Business of Farm- 
ing,” published by United States 
Gypsum Company, has purchased 
Agricultural Leaders’ Digest, Chi- 
cago, from the estate of the late 
Estes P. Taylor, and will act as 
editor and publisher of the maga- 
zine, which circulates to 28,000 ex- 
tension workers and _ vocational 
teachers of agriculture and home 
economics. 
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GOOD LOOKING 
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VERSATILE 


also adaptable for Plastic or Wire Bound Covers 
Colors: BLUE, BLACK, BROWN 


HOW MANY...WHAT COLOR... WHAT KIND? 
We'll quote and send sample. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


- BEAVERITE PRODUCTS. INC. 


, Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX 


Leather, and Paper Cover Stocks; for Looseleaf, 


Plastic and Wire Bindings 
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OF EASTERN OKLAHOMA 
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Cloha Free 


GENERAL MANAGER 
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Representatives 


Benny Contest 
Draws 277,000 
Entries; 53 Win 


New York, Feb. 6.—More than 
277,000 persons in all the parts of 
the United States and abroad en- 
tered the “I Can’t Stand Jack 
Benny Because ... ” contest, final 
tabulations show, far exceeding 
the radio star’s own estimate of 
15,000 replies a week, or a total of 
50,000 entries. 

Of the 277,000 seeking the $10,- 
000 in war bond prizes, 53 won 
out, first prize going to Carroll P. 
Craig Sr., of Pacific Palisades, Cal., 
for this querulous quatrain: 

He fills the air 

With boasts and brags 
And obsolete 
Obnoxious gags. 


The way he plays 
His violin 

Is music’s most 
Obnoxious sin. 


His cowardice 
Alone, indeed, 
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Is matched by his 
Obnoxious greed. 


And all the things 
That he portrays 
Show up my own 
Obnoxious ways. 

It is unusual for the sponsor of 
a radio contest, in this case Ameri- 
can Tobacco Company, to release 
the test of the winning entry, it 
might be noted. 

Jack Benny himself, after his 
script writers thought up the com- 
petition, felt it would be a dif- 
ferent approach to ask his listen- 
ers to insult him, and wanted it 
used only as a stunt to make his 
program even funnier. 


The Reasons Vary 
More than a quarter million 


people evidently took the contest] ,, 


in the spirit it was meant, and 
kidded the comedian from such 
angles as his toupee, his violin 
playing, his stinginess, his ill- 
treatment of Rochester, his baby 
blue eyes, the fact that he tries to 
be years younger than he really 
is, that he wears long underwear, 
and carries a medicine chest 


around with him. 

The 53 winners — three main 
prizes and 50 for $100 bonds— 
were selected by Judges Fred 
Allen, Goodman Ace and Peter 
Lorre, all of whom came in for ap- 
propriate kidding on the Benny 
show or replied in kind, particu- 
larly in the case of Fred Allen on 
his own NBC show. 

Some typical entries: 

“T can’t stand Jack Benny becaise 
he obviously hasn’t read my book.” 
—Dale Carnezie 
“ . . because my husband won’t miss 
his program, then we are late for 
church. He’d rather miss his chance 
to heaven than to miss Benny’s pro- 
gram.” 
—E. H. R., Glenarm, Ill, 
“Sincerely regret St. Joe residents 
can’t qualify for contest. We still 
love you here.” 
—H. B., St. Joseph, Mo. 
... because he’s tight as an Olive 
jar when you're having a party.” 
—R. T., Glenside, Pa, 


Boost Reitemeyer 


Col. John R. Reitemeyer, for- 
merly city editor of the Courant, 
Hartford, Conn., has been made 
executive vice-president of the 
newspaper. 


the other six. 


You can't mistake the buying impact 
in Booth Michigan Newspapers — 


From January to December ...once a week 
for 52 weeks a year... Booth Michigan 
Newspapers beat the sales drums for 
Beech-Nut Coffee, Strained Foods and 
Junior Foods. Every week these famous 
foods enjoy steadily increasing sales in all 
eight Booth Michigan Markets. Starting 
in 1935 with two Booth Michigan News- 
papers ...and seeing their effectiveness... 
| Beech-Nut extended the schedule to include 


Here are some of the factors that help 
pack the punch in the buying impact of 
Booth Michigan Newspapers: Incomes are 


LLASIAE A 7 


Agency, Newell-Emmett Company 


among the highest per capita in the world; 
combined circulation of more than 360,000, 
97.8% of which is home delivered; near!y 
100% coverage of eight important markets 
with trading area populations totaling 
1,749,812. Whatever you sell, Booth Mich:- 
gan Newspapers will serve you well. 


For specific information on Booth 
Michigan Markets, call: 


Dan A. Carroll, 110 East 42nd Street. 


New York City 17 
John E. Lutz, 4:35 N. Michigan Avenuc. 


: 
Chicago Il 
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“Here's a beauty treatment 
every home can offord!” 


STARTS DRIVE—This is the opening ad 

in the campaign Alexander Smith & 

Sons Carpet Co. is running in women's 

magazines through J. M. Mathes, Inc., 
New York. 


New Trade Mart 
Built by ‘Tulsa 
World-Tribune’ 


Tulsa, Okla., Feb. 5.—A mer- 
chandise mart for Oklahoma, the 
Magic Empire Auditorium, has 
been opened here by its sponsor, 
the Tulsa World-Tribune. The new 
building is designed to serve 
wholesale, retail and national dis- 
tributors in the entire area. 

The building, near Tulsa’s ho- 
tels, offices, and wholesale and re- 
tail centers, is located on a railroad 
siding. It houses a 150-foot audi- 
torium and 27-foot stage. The 
auditorium seats more than 500 
persons. Its windows, facing Main 
St. are adaptable for display. 
Large overhead doors allow en- 
trance of trucks and large equip- 
ment. 

“The use of the auditorium now 
being offered by the Tulsa World- 
Tribune will promote the advan- 
tage of Tulsa as a center of whole- 
sale distribution,’ Rex Justus, ad- 
vertising director, said. 

The only merchandise mart of 
its kind in the Southwest, it is 
believed to be one of the few in 
the nation sponsored by a news- 
paper as a service to the whole- 
sale industry. 


Writes on Book Designs 
William E. Rudge’s Sons, New 
York, has published “Notes on 
Modern Printing,” an 84-page 
book on new methods of design- 
ing books and other printed mat- 
ler, written by Merle Armitage, 
designer and author. The price 
Will be $4 until March 1, and 
thereafter $5. 


Joins Gould & Kuff 


Paul Brown, formerly head of 
the Brown-Alexander Agency, and 
one-time New York and Phila- 
delphia advertising man, has 
Joined the new Gould & Ruff 
Agency, Baltimore, in an execu- 
uve capacity. 


THE 
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Appoints Michel-Cather 


Michel-Cather, Inc., New York, 
has been appointed by Patent 
Specialties, Inc., New York, manu- 
facturer of welding apparatus, to 
handle its advertising. The cam- 
paign will include industrial, 
farm, automotive, hardware and 
general publications and direct 
mail. 


To Franklin Advertising 


Cole-Hersee Company, Boston, 
manufacturer of electrical auto- 
motive equipment, and C. Saladino 


& Sons, Chelsea, Mass., manufac- 
turer of tennis strings, musical 
strings and surgical sutures, have 
placed their advertising with 
Franklin Advertising Service, Bos- 
ton. 


Interstate Expands 


Interstate United Newspapers, 
Inc., New York publishers’ rep- 
resentative for more than 150 
Negro newspapers, has opened a 
Detroit office at 645 Randolph St., 
with U. W. Boykin and P. H. 
Fields, co-owners of the Detroit 
Tribune, in charge. The organiza- 


tion also maintains an Office in 


Chicago. 


Names Bock Head 
at NBC-Hollywood 


Hal Bock, western division press 
manager for NBC since 1938, has 
been named manager of NBC’s 
newly created television depart- 
ment in Hollywood. He will act 
as liaison between the film in- 
dustry and NBC. Leslie Raddatz, 
formerly Mr. Bock’s assistant, will 
be acting press manager for NBC’s 
western division. 
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Names Doris Pilat 


Doris Pilat has joined Schacter, 
Fain & Lent, New York agency, 
as an account and public relations 
executive. 


ST.<«3 as SE F* Fs 


MISSOURI S, MARKET 
nd 


ST. JOSEPH NEWS-PRESS/ 
St. Joseph Gnzette 


WISCONSIN RAPIDS, WISCONSIN 


AT UNCOATED 


In picturing such dainty things as lingerie or hosiery 
paper surface is most important. The perfectly smooth 
enamel-coating of Consolidated Papers reproduces 
faultlessly all the details and tone gradations of the 
finest engravings. Consolidated Coated also provides 
all other characteristics essential to quality printing. 


Today, Consolidated Coated Papers are used regu- 


larly by advertisers for their most important catalogs 


Four Modern Mills . . 


@ FINE COATED PAPER 
NEEDS NO OTHER NAME 


In the making of steel and glass, improved 
methods have continually produced better 
products for less. Yet these products 
remain steel and glass. 


By “streamlining” the making of coated 
paper, Consolidated stepped-up printing 
qualities while reducing costs. Though im- | 
proved in quality and lower in price it remains 

__ fine coated paper and needs no other name. 


PAPER PRICES 


and brochures ... and are preferred by outstanding 
printers as well as by an impressive list of national 
magazines, trade and technical journals. 


Production Gloss 


Modern Gloss 


One of the Consolidated Grades (weights down to 45 


Jbs.) will meet almost every printing need. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES : 


ie ‘a " 


SALES OFFICES 
135 $0. LA SALLE ST., CHICAGO 3 


. All in Wisconsin 
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Pillsbury Mills 
Spring Campaign 
Plugs ‘No-Knead’ 


(Picture on Page 79) 


Minneapolis, Feb. 5.—Pillsbury 
Mills, in a new campaign to boost 
its flour sales, will run four-color, 
monotone ‘and black-and-white 
advertisements in magazines and 
newspapers in February, March 
and April, with copy based on a 
new short-cut method of home 
bread baking. 

A new recipe booklet in full 
color, “Bake the No-Knead Way,” 
explaining the “amazing discov- 
ery” of a time-saving baking 
method worked out by the Ann 
Pillsbury Home Service Center, 
is featured in the ads. Coupons 
in all the ads offer the booklet 
for 25 cents. 

Four-color ads will appear in 
Better Homes & Gardens, Ladies’ 
Home Journal, This Week Maga- 
zine, Woman’s Home Companion 
and five national farm magazines, 


each featuring full-color pages of 
No-Knead breads as pictured in 
the booklet. Black-and-white in- 
sertions will run in 10 state farm 
magazines, 100 newspapers and 
The American Weekly, and mono- 
tones will appear in three other 
state farm magazines. 
In addition, point-of-sale dis- 
plays, coupons in stores and radio 
spot announcements will be used. 
McCann-Erickson is the agency. 


Increase Rates 

Rock Products and Rock Prod- 
ucts Operator, Chicago, effective 
March 1 will increase advertising 
rates as a result of a 43% increase 
in circulation and an 18% increase 
in printing costs. Included in the 
new rate card are a 15% agency 
commission and a 2% cash dis- 
count for payment in 10 days. 


Kotal Co. to Blum 

The Kotal Company, New York, 
maker of bituminous road paving 
material, has appointed the Charles 
Blum Advertising Corporation, 
Philadelphia, to handle its adver- 
tising. Newspapers, business papers 
and direct mail will be used. 


Griswold Joins Silex 


Arthur R. Griswold, director of 
public relations in New York state 
and northern New Jersey for the 
Civilian Production Administra- 
tion and its predecessor, WPB, for 
more than four years, has joined 
the Silex Company, Hartford, 
Conn., to handle public relations. 
Mr. Griswold is a former vice- 
president of McCann-Erickson, 
New York; headed his own adver- 
tising agency, and was on the 
executive staff of Fuller & Smith 
& Ross, New York, before entering 
government service. 


Purchases Nashua Mill 


The St. Regis Paper Company, 
New York, has purchased the 
Nashua River Paper Company, 
East Pepperell, Mass. William H. 
Anders will continue as president 
of Nashua, which will be operated 
as a separate corporation, and 
present management and organi- 
zation will be retained. The pur- 
chase was negotiated primarily to 
increase the supply of multiwall 
grade specification kraft paper, 
although part of the output will 
be devoted to production of high- 
grade paper such as gummed tape. 
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RCA Reveals Some 

Historical Facts 

on Nipper's’ Past 
Acquired in 1929, 


"His Master's Voice’ 


Keys All RCA Ads 


New York, Feb. 6.—Almost 
every American, as well as an 
unestimated number of persons all 
over the world, has seen “His 
Master’s Voice,” the trademark of 
a black-and-white fox terrier 
listening to a phonograph which 
RCA Victor is using so promi- 
nently in its 1945-46 advertising. 

But not many know the story 
behind “Nipper,” as the dog was 
originally called, and how he has 
come to be so great a factor in 
RCA Victor advertising since 1929 


SELLING APPEALS... 


that convert the thinking of construction men into buying action. 


Prepared to aid the TOP EXECUTIVE, AD MANAGER, COPY 
WRITER and SALESMAN concerned with selling trucks and 


accessories to the 1 % billion dollar construction truck market. 


A compilation of personal interviews with the construction 


men who own, operate and buy trucks, revealing information 


useful to them for selecting and purchasing their equipment. 


' 
' 


HOW YOU CAN 
GET THIS BOOK 


Fill in this coupon and 
attach to your letterhead. 


Al Paxton, Publisher 


Engineering News-Record & Construction Methods 
330 West 42nd Street, New York City 18, N. Y. 


We manufacture, sell, or have an account for o manufacturer of: 


a 


Trucks. .... Tires. .... Engines... .. Drives. .... Axles. .... Transmissions... .. Universals. .., 
Accessories..... Generators... . . Batteries. ... . and 2-way Radios 

veruas “How to get results from truck and accessory advertising to Construction Men.” 
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when Radio Corporation of Amey. 
ica acquired the Victor Talk ng 
Machine Company. 

Francis Barraud, an Engiish 
artist born in London, became 
Nipper’s master in the 1890s afie 
the death of his brother. Whey 
he played wax cylinder records on 
his small phonograph, he noticed 
the interest his lively terrier < is- 
played in the sound, and decided 
to paint the scene and call it “His 
Master’s Voice.” 

According to a eulogy written 
in Barraud’s memory after his 
death in 1924, the painter tried to 


IS MASTER'S VOICE” 


sell the picture, but was unsuc- 
cessful until 1899 when the Grama- 
phone Company acquired it. Mr. 
Barraud altered the _ original, 
painting out the phonograph and 
substituting a gramaphone. Marks 
of the change still show in the 
original which hangs in the board 
room of the company’s office at 
Hayes, England. 

“Since then,” the 1924 eulogy 
continues, “Mr. SBarraud has 
painted a great many copies of 


ys) 


the picture, and these occupy 
| honored positions in various 
|gramaphone centers. throughout 
‘the world. It was instantly 


| popular. Photogravure copies were 
|made and distributed by thou- 
|sands, and were framed and 
| proudly hung as works of art in 
| the homes of England.” 


Starts Victor Company 


The story shifts to America— 
1896—when Emil Berliner  im- 
proved the gramaphone by devel- 
oping a flat disc record, and went 
into partnership two years late: 
with Eldridge R. Johnson, presi- 
dent and founder in 1901 of the 
Victor Talking Machine Company. 

That same year Mr. Johnson 
acquired the American rights to 
the Barraud painting, using it on 
Victor records, and later, in every 
Victor ad, on all literature, every 
talking machine, and even on all 
shipping cases. 

In 1929, “Nipper” received a 
new master when RCA took over 
Victor, and the dog trademark 
grew even more famous along 
with the RCA trademark and 
others, including Victrola, Red 
Seal records, etc. 


Registered in 1923 


The RCA trademark itself, in 
its present monogram style, was 
registered in the VU. S. Patent 
Office, May 1, 1923. At one time, 
it was a two-letter symbol with 
the “R” and the “C” superim- 
posed in a circle. Later, after ‘he 
“A” was added, the lighning flash 
symbolizing electricity was ©x- 
tended to the “A.” Its first use 
was in an advertisement for the 
Aeriola Grand (with stand, $3.0). 

One of the unusual methods 
RCA used to promote its trace- 
mark was a traveling road shw, 
which was booked all over ‘he 
country and played for eight y:°'s 
to a total audience of more ‘an 
24,000,000 at a ost of $750,00! 

“His Master’s Voice” has been 
a feature of RCA’s advertising ‘0! 
the past 17 years, but in plan! ng 
the 1945-46 campaign, RCA \'° 
tor Division decided to place mr 
| special emphasis on the “Nipp?" 
symbol, The company’s pos! 
|radios and Victrola radio-ph« :0- 


|graphs are promoted in m2-4- 
| zines and business papers, anc °! 
the first time since the e 


1930s, a return to outdoor ad 
tising is being tested. 


Copley Moves Offices 
Copley Advertising Agency, ! 

ton, has moved its offices to la! 

quarters at 457 Stuart St. 
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‘AMA Journal’ and 
State Papers Pay 
Commissions 


Chicago, Feb. 6.— The current 
end toward the payment of 
gency commissions on business 
laced in industrial, trade and pro- 
essional publications received an- 
ther strong impetus when the 
ournal of the American Medical 
Association adopted this policy 
Jan. 1. 

Beginning on that date, all new 
business became commissionable, 
vhile old advertisers have until 
Jan. 1, 1947, to accept the new 
rate card, which carries 15 and 
2% agency and cash discounts. 

The association publishes nine 
medical journals for special in- 
terests in the profession, including 
Occupational Medicine, which suc- 
ceeded War Medicine. The agency 
commission will apply to these 
magazines effective July 1. 


‘Hygeia’ Continues Commission 


Hygeia, a popular health journal 
published by the association, has 
always paid agency commission, 
and will continue to do so. In 
addition, the state medical jour- 
nals, published by associations af- 
filiated with the AMA, also added 
the agency commission to their 
rate cards effective Jan. 1, 1946. 

T. R. Gardiner, business man- 
ager of the association publica- 
tions, said that the volume of busi- 
ness in medical journals placed 
through agencies has been grow- 
ing at a rapid rate, and now totals 
70% of the $1,500,000 annual busi- 
ness of the Journal, so that the as- 
sociation felt that it was in order 
to recognize the agencies. Its total 
annual advertising volume is in 
excess of $1,700,000. General ad- 
vertisers are also making larger 
use of medical journals, and their 
business is placed almost entirely 
by agencies. 


Elect Braucher, Trigg 


Brand Name Directors 

Frank Braucher, president of the 
Periodical Publishers Association, 
and Ernest T. Trigg, president of 
the National Paint, Varnish & 
Lacquer Association, have been 
named to the board of directors 
of the Brand Names Research 
Foundation. Each was elected by 
the association he heads in ac- 
cordance with terms of the revised 
foundation by-laws adopted Nov. 
15. 

Mr. Braucher became president 
of PPA in 1940 after serving as a 
director for 10 years. Mr. Trigg, 
who is a director of 10 companies, 
has been in trade association work 
since 1906. 


‘Ambos Mundos’ to Hill 


Ambos Mundos, ‘‘business man’s 
magazine” to be published by 
Ambos Mundos Publications, Inc., 
New York, and distributed through 
newsstands and paid subscriptions 
in Latin America, has appointed 
Hill Advertising, Inc., New York, 
to handle advertising and promo- 
tion, 


Branch Opens Agency 


Col. Robert F. Branch, formerly 
with D’Arey Advertising Com- 
pany, New- York and St. Louis, 

Ss opened an advertising agency, 
Robert F. Branch, Inc., with tem- 
porary offices at 1246 Madison 
Ave., New York. 


Photostot divisions 
540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


111 E. DELAWARE PL. 


q 


Photography 540 N. MICHIGAN AVE. 


erore WHI. 5355 


Neave to Brown & Weir 


Ralph Neave Jr., formerly re- 
search director of Sherman K. 
Ellis & Co., New York, which re- 
cently became La Roche & Ellis, 
Inc., and later with the Lambert 
Company, New York, has joined 
Brown & Weir, Inc., as director 
of research. 


Appoints Bensignor 

M. E. Bensignor has been named 
exclusive American representative 
of Almacen Moderno, Buenos 
Aires, with offices at 55 W. 42nd 
St., New York. 


de Castro Joins Reach 


Ralph E. de Castro, formerly 
senior writer with Ruthrauff & 
Ryan, New York, and copy direc- 
tor of MacFarland, Aveyard & 
Co., New York, has joined the 


Chas. Dallas Reach Company, 
Newark and New York, as vice- 
president in charge of creative 
copy work. Mr. de Castro will 
make his headquarters in New 
York. 


Veterans Organize 


Weather Service 


Weather, Inc., described as “a 
firm equipped to supply tailor- 
made weather information for any 
area east of the Mississippi River,” 
has been organized at 113 Pearl 
St., New York, by a staff of for- 
mer servicemen and women, most 
of whom have been meteorologists 
and aerographers. A spokesman 
told ApvERTISING AGE that an 
undertaker was the firm’s first 
client. 

Reports, based on weather in- 
formation gathered from more 
than 1,000 meteorological stations, 
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will be analyzed to meet specific | quirements of clients demand also 
needs of clients, and sent them | will be circulated. Russel J. Rob- 
by telephone, telegraph and tele- |inson is chairman of the board of 
type on a basis of 24, 48, or 72|the new corporation, and Morti- 
hours. A five to seven day fore-|mer J. Braunstein is president and 
cast brought up to date as re-|consultant meteorologist. 


For Best Results Advertise in — 


““CONCENTRATED”’ 
NEGRO MARKETS 


ELECT CHICAGO for your test of America's 

great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 101 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


nd 


410 N. MICHIGAN AVE. | 


STANDARD STUDIOS we 


‘Street Journal. That's why this national daily is ‘‘must’’ reading for busi- 
_ Mess men who need to be fully, accurately and quickly informed. And — 


HEADLINES 
HEADLINERS 


No. 16 in a series 


i a 


je rubber industry has proved itself indispensable to 
the development and security of the nation. By depend- 


ably, accurately and impartially serving the executives of 


this industry, The Wall Street Journal has proved itself also. 
My vote goes to the Journal unqualifiedly for its full report- 
ing and interpretation of daily business news.” 


LMM 


Washington Wire 
a 
ee [Outlook for 1946 
ClO Tov. w 
Ie. Toys W ith Idea of 


The ONLY National Business Daily 


Published simultaneously on both coasts 


“saters Government Control 
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Parker Ad Series 
Shows Pens Used 


as Valor Awards 


Janesville, Wis., Feb. 5.—Ad- 
vertisements which dramatically 
proclaim that Parker pens were 
used as one of China’s “most cov- 
eted awards for bravery” in com- 
bat, are being placed in Scholastic 
Roto and in Latin American and 
Mexican publications. 

According to the agency, J. 
Walter Thompson Company, Chi- 
cago, Parker pens were also used 
successfully as bribes by Ameri- 
can prisoners in the Philippines. 
The valor award ads say, “Yester- 
day the Chinese lieutenant had 
distinguished himself in battle. To- 
day as he faced his commanding 
officer, the young soldier’s face 
flushed with pride and embarrass- 
ment. Then his heart leaped. For 
there in the general’s hand was a 
genuine Parker pen. And as the 
coveted award was clipped to his 
tunic he heard the words, ‘. . . as 


a special award for valor.’”’ 

Other advertisements in the 
series assert: “‘Parker ... in the 
Malay language this name means 
‘superlative quality.’’”» The pen’s 
longevity is brought out in another 
ad, headlined “Letters from 
Home,” in which a war wife who 
used her Parker to write to her 
soldier-husband in World War I, 
after 25 years of daily service, was 
using it to write to her soldier 
son. 


Wilder Names Middleton 


B. M. (Bevo) Middleton, for- 
mer sales manager of WABC, New 
York outlet for CBS, prior to his 
service in the Army, has been 
named to direct the newly-opened 
New York offices for radio sta- 
tions owned by Col. Harry C. 
Wilder. Stations are WSYR, Syra- 
cuse; WTRY, Troy; WELI, New 
Haven, and WKNE, Keene, N. H. 


Bishop Joins ‘Liberty’ 
Jim Bishop, author of “The 


Glass Crutch,” has resigned as as- 
sociate editor of Collier’s to be- 
come executive editor of Liberty. 


Weed-No-More Ad 
in 21 Magazines, 
Many Newspapers 


Cleveland, Feb. 5.— Weed-No- 
More, the garden-variety atom 
bomb, is being advertised by its 
manufacturer, the Sherwin - Wil- 
liams Company, via 21 national 
consumer magazines and news- 
papers in every major market. 

The product, it is claimed, de- 
stroys most broad-leaf weeds 
without harm to common lawn 
grasses, and an eight-ounce pack- 
age selling for $1 treats 1,600 
square feet. It is mixed with 
water and sprayed on the lawn, 
eliminating digging of weeds. 


Offered in 24-Unit Displays 


Distributed through hardware 
and drug jobbers, the product will 
be offered in a 24-unit counter dis- 
play carton that will contain win- 
dow streamers and consumer 
circulars. 

Consumer magazines being used, 


Advertising Age, February 11, 1946 


starting this month and running 
through July, are: American 
Home, American Magazine, The 
American Weekly, Better Homes & 
Gardens, Cosmopolitan, Good 
Housekeeping, Grit, Holland’s, 
Home Garden, House Beautiful, 
House & Garden, Ladies’ Home 
Journal, Liberty, McCall’s, Path- 
finder, Popular Mechanics, Popular 
Science, Sunset, The Saturday 
Evening Post and This Week 
Magazine, 

The product was developed 
through the Sherwin-Williams 
project undertaken by the Ohio 
State University research founda- 
tion. 

Henri, Hurst & McDonald, Chi- 
cago, is the Sherwin - Williams 
agency. 


KFLW Joins ABC 

KFLW, Klamath Falls, Ore., on 
March 1 will join the "American 
Broadcasting Company as an 
affiliate. KFLW, now under con- 
struction, will serve as a supple- 
mentary station to ABC’s Pacific 
Coast group. It is owned by the 
Herald Publishing Company. 


... 4nd BILL JONES thought 1946 was THE big 


I" WE could just push time ahead to early 1947 we'd 
most likely find Bill Jones suffering from an acute 
case of remorse. Bill’s first glance at 1946 sales figures 
really sent his spirits to an all-time low. He may be 
worse for wear, but much wiser in the ways of selling. 


The mythical Bill Jones might be any one of the 
fraternity of businessmen who are being gently lulled 
to sleep by a false sense of security . . . a feeling that 
1946 is THE year when everything that’s made can 
be sold with little or no sales effort. Of course, Bill 
believes in advertising but his was the “long haul” 
program rather than one focused on immediate sales 
results. It just didn’t work. Too bad that time alone 
should prove his sales philosophy wrong. 


We're still a long way from 1947 . . . but let’s hope 
that by the end of this year there isn’t a businessman 
in America who suffers reverses because he under- 
estimated the sales job ahead. 


SCRIPPS-HOWARD NEWSPAPERS | 


year 


Today ... the accent is on SALES. We must ex- 
pand markets through mass selling and mass adver- 


tising to make 1946 the “bonanza” 


year we all hope 


for. Millions of jobs and a sound peacetime economy 


depend on it. 


That’s why selling is so important . . 


. why adver- 


tising, a vital cog in the sales machine, must carry a 


greater load than ever before. 


Newspaper advertising is, and will continue to be, 
a vital selling force to millions of consumers. Because 


of complete coverage . . 


. traceable sales results... 


flexibility and economy . . . newspaper advertising is 
your quickest and surest way to tell the greatest num- 


ber of people about your product. 


Don’t overlook this potent sales force. 


newspaper advertising today. 


Plan to use 


NEW YORK . . .World-Telegrom COLUMBUS ...... Citizea ——a= + + + Rocky Mt.News EVANSVILLE. + Press 
CLEVELAND... ..... Press CINCINNATI... 2... Post ron ‘eNews Post HOUSTON. .... ~~ « Press 
PITTSBURGH. ...... Press KENTUCKY ....... Pot MEMPHIS Commercial Appeal FORT WORTH... .. . Press 
SAN FRANCISCO . News Covington edition, Cincinnati Post fi =) MEMPHIS Press-Scimitor ALBUQUERQUE . . . . Tribune 
(INDIANAPOLIS. . . . . . Times KNOXVILLE . .. News-Sentinel ke WASHINGTON. .-...News EL PASO ... ~~ Herald-Post 
NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE-NEW YORK aad bal CHICAGO SAN FRANCISCO «DETROIT. «Ss MEMPHIS ~— PHILADELPHIA 


Major Appliances 
Factor Has Lines 
Ready for Spring 


Chicago, Feb. 6.—The launc)- 
ing of Cavalcade Industries’ ex- 
tensive program for the home fur- 
nishings field was revealed last 
week by P. W. Yarborough, presi- 
dent. A complete line of radios 
and phonographs, electrical ap- 
pliances, housewares and juvenile 
furniture and toys is included in 
the merchandising program. The 
products, designed and tooled by 
the company, are for the most 
part made in plants under Caval- 
cade control. 

Initial products in the radio 
line include three receiving sets 
and two electric phonographs. A 
deluxe record changer in cabinet 
will be produced later. The com- 
pany aims at a volume of $5,000,- 
000 annually for its radio division. 

Already on the market under 
the Cavalcade name are three 
sizes of home freezers—8, 16 and 
24-cubic-feet models—retailing at 
$320, $500 and $716. Washing ma- 
chines, electric refrigerators and 
ironers are planned for the future, 

In housewares, Cavalcade will 
market a porta-grill, to be fair 
traded at $14.95 after OPA ap- 
proval, for March delivery. A non- 
automatic hand iron is to be im- 
ported from Canada. 

A child’s bed and combination 
chest and wardrobe are being 
readied for spring delivery. Other 
products now ready or about to 
be put on the market are aprons, 
Cavalcade cleaner, soap powder, a 
detergent, and the line of “Tuddy- 
Mac” toys. 

Although future plans will per- 
mit large buyers to handle prod- 
ucts under their own name, all 
products at first will carry the 
Cavalcade label. All sales are di- 
rect, and are handled at company 
headquarters here. 


WOXR Asks Power Boost 


WQXR, New York station owned 
by the New York Times and op- 
erating on 1560 kc., has applied 
to the FCC for an increase in 
power from 10,000 to 50,000 watts. 
The power increase, said John 
V. L. Hogan, president of Inter- 
state Broadcasting Company, is 
“to give distant listeners more re- 
liable service,” as development 
continues of “our FM_ station, 
WQxXQ, for New York metropoli- 
tan coverage. . .” 


Seeks New FM Permit 


The Milwaukee Journal has ap- 
plied to the FCC for permission to 
build and operate a new fre- 
quency modulation station at 
Wausau, Wis., with a transmitter 
atop Rib Mountain, highest eleva- 
tion in the state. The Journal ha 
been operating WTMJ-FM, Mil- 
waukee, first FM station west 0! 
the Alleghenies, since 1940. The 
new station will serve the nor!) 
central Wisconsin area. 


Moves Offices 


Beaumont & Hohman, Kans: 5 
City, Mo., has moved to new o- 
fices in the Columbia Bank buil: - 
ing, 921 Walnut St. Jim Rile, 
formerly with the Kansas Ci! 
Grocer, and Mrs. Luthera Arm - 
strong, formerly with Gardner A‘ - 
vertising Company, have join“ 
the agency. 


[The Magazine that Keep: 


RADIO TECHNICIAN: 


Best Informed 


Circulation 57,394 


Net Paid A.B.C. 
RADIO-CRAFT 


25 WEST B/WAY, NEW YORK © 
—_ ad 
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TRAIL BLAZER—This ad, first in a se- 
ries celebrating the 25th anniversary 
of Land O' Lakes Creameries, is ap- 
pearing in newspapers of Minnesota, 
Wisconsin, North and South Dakota, 
and in farm and dairy publications. 
Campbell-Mithun, Minneapolis, is the 
agency. 


RMA Votes Down 
OPA Opposition, 
Seeks More Talks 


Chicago, Feb. 6.— Rejecting a 
proposal that the Radio Manufac- 
turers Association seek exemption 
from OPA ceilings or oppose con- 
tinuance of the OPA itself, mem- 
bers of the industry in a meeting 
here last week decided to con- 
tinue conferences with OPA for 
production relief. 

Although pointing out it is “un- 
desirable” to oppose OPA policy, 
Bond Geddes, executive vice- 
president of the association, said 
the radio set makers are achiev- 
ing only “very slight production” 
because OPA price ceilings on 
parts are too low. “Current radio 
set production,” he said, “is only 
about 10% of original government 
estimates, largely the result of 
OPA complexities.” 

Before the war’s end WPB esti- 
mated that 3,500,000 sets would 
be made in the final quarter of 
1945. “Actually, production was 
only 300,000 sets,” Mr. Geddes 
said. 


Refuse Component Parts 


Many parts makers are refusing 
to produce components, he pointed 
out, because OPA ceilings are so 
low the manufacturer would lose 
money. Extension cords, trans- 
formers and cabinets are among 
the particular bottleneck items, it 
is said. Although wire cording is 
not so scarce, price ceilings on 
wall plugs are said to be pro- 
hibitive, while cabinetmakers get 
more profit from furniture than 
from radio cabinets at this time. 

One authority, speaking for 
Radio-Radar Industries, Inc., a 
trade organization, said that in- 
dustry competition is so strong the 
law of supply and demand would 
drop prices to rock bottom if ceil- 
ings are removed. 

A component parts relief is 
looked for in a month or two, 
when the War Assets Corporation 
releases an expected large supply 
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of surplus parts. Some, already 
released, have been returned to the 
original manufacturers for dis- 
posal. 


WTON to ABC 


WTON, Staunton, Va., on March 
1 will become an affiliate of Amer- 
ican Broadcasting Company as a 
bonus station to advertisers buy- 
ing WCHV, Charlottesville. Now 
under construction, WTON will 
operate on 1400 kc., 250 watts. 
Owner-manager is Charles P. 
Blackley. 


. . . . a 
Granitz Joins ‘Preview 
Robert Granitz, formerly asso- 
ciate editor of ADVERTISING AGE, 
and before that associate editor of 
Tide and staff writer for WNBZ, 
Saranac Lake, N. Y., has joined 
Cosmetic and Drug Preview, New 
York, as associate editor. 


‘Farm Journal’ Compiles 
County Data Sheets 


Farm Journal, Philadelphia, 
through its market research de- 
partment, has compiled county 
basic data sheets for all of the 
3,072 counties in the country, with 
the sheets for each state bound in 
a separate group. 

The sheets are available to mar- 
keting men and sales executives at 
$1 for each state, or $25 for the 
complete set. 


Rochester, Springfield 


Papers Boost Prices 


Increases in their single copy 
prices to 5 cents, effective imme- 
diately, have been announced by 
the Democrat and Chronicle and 
Times-Union, Rochester, N. Y., 
both Gannett newspapers, and the 
Illinois State Journal and Illinois 


State Register, Springfield, IIL, 
published by the Copley Press, 
Inc. 

Greatly increased production 
costs made the price boosts neces- 
sary, officials explained. 


Schurz Appointed 


Franklin D. Schurz, vice-presi- 
dent of the Tribune, South Bend, 
Ind., has been named by the 
American Newspaper Publishers 
Association to replace Arthur R. 
Treaner, News, Saginaw, Mich., 
on the ANPA newsprint commit- 
tee, representing the midwestern 
area. 


Form Stonewall Agency 


The Stonewall Agency has been 
formed at 225 Lafayette St., New 
York, to handle general advertis- 
ing, by S. Oliver Stone, formerly 
with J. Walter Thompson Com- 
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pany, New York, and Lt. Michael 
Stone, recently released after four 
years with the Army air forces. 


Carroll Succeeds Keller 


Chester E. Carroll, assistant 
general manager since 1935, has 
been appointed general manager 
of the associated lines tire and 
accessory division of the B. F. 
Goodrich Company, Akron, O., 
succeeding Harry E. Keller, who 
has retired. 


| SIMPSON-REILLY, see 
Publishers Representatives 


SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


In any picture of your market... 
The Modern Half is the Better Half ! 


g, 
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I. ROUTINE OPERATOR. Think you can 
change the ways of an o/der woman? Not 
likely! Her beauty methods, her buying 
habits, her brand preferences are set. 

Her hopes, desires, needs are diminishing. 
She was fair game for your advertising 
years ago—but if you didn’t sell her 
then, you probably never will. 


2. LIVELY EXPERIMENTER. Here's the modern 
young lady to talk to about what’s new in 
shampoo! She's at the peak buying age 
(18-26). She’s open-minded about brands, 
eager to find what’s best for Aer. Sell her 
now and you've got her for life. Sell her in 
the Dell Modern Group—and you sell three 


million of her! 
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of 
Admen>x the 
Armed Forces 


Lt. Raymond Taylor (AAF) has 
rejoined the executive staff of 
WGN, Chicago. 

Cmdr. Russel Woodward, vice- 
president of Free & Peters, radio 
representative, has rejoined the 
organization and will manage its 
Chicago office. 

Robert E. Johnson (Navy) has 
rejoined United Air Lines, Chi- 
cago, as director of advertising 
and publicity. 

Lt. Comdr. John Beaton has 
joined Mutual Broadcasting Sys- 
tem, New York, as account execu- 
tive on its national sales staff. 

Maj. Harry V. Anderson has 
joined Haire Publishing Company, 
New York, as a member of the 
advertising staff of Home Fur- 
nishings Merchandising. 


Sylvania Adds Two 


Lt. Henry C. L. Johnson (Navy) 
has returned to Sylvania Electric 
Products, New York, as radio di- 


vision advertising manager. Sgt. 
Eugene C. Henry (AAF) has been 
named manager of Sylvania’s in- 
ternational division. 

Lt. Comdr. Maurice R. Merry- 
field has returned to Selvage & 
Lee, public relations, Chicago, as 
resident partner. 

Lt. Comdr. J. Calvin Affleck has 
joined Radiomarine Corporation 
of America, New York, as adver- 
tising and publicity manager. 

Lt. Ivan Veit (Navy) has re- 
turned to the New York Times as 
director of research and promotion. 

Courtland P. Dixon (Navy) has 
returned to Buchanan & Co., New 
York, as assistant account execu- 
tive. 

Bernard R. Gould (Navy) has 
rejoined Detecto Scales, Brooklyn, 
as advertising manager. 


Joins Picard 


Maj. Siebrand H. Niewenhouse 
Jr. has joined Picard Advertising 
Company, New York, as account 
executive. 

Col. L. H. Frohman (AAF) has 
joined the recently enlarged staff 
of Justin Funkhouser & Associates, 
Baltimore, as managing director. 

J. Brown Hardison (Army) has 
rejoined Adoma Publishing Com- 


pany, New York, and will resume 
his duties as midwestern man- 
ager, Chicago. 

Davee, Koehnlein & Keating, 
sales analyst, Chicago, has re- 
| sumed operations which were sus- 
pended in 1942 when the partners, 
Ken M. Davee (Navy), Wilson O. 
Koehnlein (Army) and Paul W. 
Keating (AAF) enlisted. 

David Rusch (Army) and Rus- 
sell Taylor (Navy) have joined the 
production and service staff of 
Roche, Williams & Cleary, Chi- 
cago. Vincent Mongoven (Army) 
has rejoined the same staff. 

Myron H. S. Affleck Jr. (Army) 
has joined Industry & Power as 
its New England representative. 


Three to Cleveland Agency 


Three ex-Army men, Louis 
Boyce, Joseph Nageotte and 
Charles Lonsdale, have rejoined 
the media department of Fuller & 
Smith & Ross, Cleveland. 

Lt. Robert H. Lampe (Navy) 
has been named promotion man- 
ager of Federated Publications’ 
Herald, Grand Rapids; State Jour- 
nal, Lansing; and Enquirer & 
News, Battle Creek, Mich. 

Lt, Col. Harry G. Mumm has 
|been named advertising represen- 


REFLECTING the Farm South’s New Vitality 


The farm South is in a determined buying 
mood. Folks are out to buy the things they've 
needed so long. Automobiles and fencing. . . 


fertilizers and radios . 
ranges—and on and on. 


Over 900,000 Southern farm families look to 
Southern Agriculturist for guidance in their 
purchasing. These subscribers represent 
nearly one-third of the farms in the 16 South- 
. the top third of a 6 billion 


ern states .. 
dollar cash market. 


Your advertising in Southern Agriculturist 
goes straight to the bull’s eye of this large, 
responsive market. It puts your products in 
the show window for the agricultural south. 


It makes friends. 


It makes sales. 


. . heaters, breeders, 


Read by more 
than 900,000 
southern farm 
families. 
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tative of Building Supply News, 
Chicago, for its Ohio, Michigan 
and Pennsylvania territories. 

Lt. Comdr. John D. Roche 
(USCG) has resumed active con- 
trol of his art and printing serv- 
ice, Los Angeles. 

Capt. Robert 
S. Lippoth 
(USMC) has re- 
joined J. Hay- 
den Twiss, Ad- 
vertising, New 
York, as vice- 
president in 
charge of copy 
and production. 
Lt. Comdr. 
William M. 
Dugdale has 
joined the staff 
of Van Sant, 
Dugdale & Co., 
count executive. 


Joins ‘Chain Store Age’ 


Lt. Charles Rhodes (Army) has 
joined the Chicago office of Chain 
Store Age as midwest editorial 
representative. 

Lt. Edmund F. Stoll (USNR) 
and Lt. Orville G. Gowie (USCG) 
have rejoined the display adver- 


R. S. Lippoth 


Baltimore, as ac- 


tising staff of the Record New:- 
papers, Troy, N. Y. 

Louis O. Reinig (Navy) has be py 
elected treasurer and director  { 
Davidson Publishing Compan ’ 
Chicago. 

Lt. Ted Kaufmann (Army) bh. s 
joined the Richard Eisenmann F :- 
port Company, New York, as ge)- 
eral manager. 

Maj. Charles D. Gray (USM) 
has joined the Rose-Derry Co) - 
pany, Newton, Mass., as_ Saies 
manager. 

Lt. Frederick Van Lenn p 
(USNR) has rejoined the Phi.a- 
delphia advertising office of News- 
week as a salesman. 

Capt. Randall G. Beachner 
(Army), Lt. Comdr. John “M. 
Nixon and James V. Mannhardt 
(Army) have been appointed to 
the staff of Hart-Conway “Adver- 
tising Agency, Rochester, N. Y. 

Lt. William Burkart (RCNVR) 
has joined Atherton & Currier, 
Toronto, as contact executive. 

Capt. Clarence Oppenheimer 


(Army) has rejoined Fashion 
Park, Rochester, N. Y., as sales 
manager. 


Maj. Saxon W. Helt Jr. (USMC) 


has joined Smithfield Ham & 


RIE 


NEW YORE 
DETROIT 


Third Largest in Pennsylvania 


1944 retail sales figures for Erie, Pennsylvania, 

as compiled by Sales Management, show an in- 

crease of more than 90%, over 1939. Retail business is 

good in Erie—a $91,738,000 volume in ‘44. Erie means 
business for national advertisers. 


The New Erie Dispatch-Herald is the best possible 
medium to reach this purchasing power. Significant is 
the fact that this progressive newspaper is first in total 
advertising lineage for the first ten months of 1945... 
authority Media Records. Yes, Erie Means Business— 


CHICAGO 
ATLANTA 


and there is a share of it here for you. 


ériv— 
MEANS BUSINESS 


DISPATCH-HERALL 


Represented Nationally by 


WARD GRIFFITH COMPANY, INC. 


BOSTON 
SAN FRANCISCO 
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products Company, Smithfield, 
Va. as assistant to the president 
and will work on sales and adver- 


tising. 


To Jules Lippit 


w. H. Jaquith Rowland (Navy) 
has joined Jules Lippit Advertis- 
ing. New York, as account execu- 
t1V< 
“Clark M. Pettit (Navy) has 
ioined the San Francisco office of 
Knollin Advertising Agency. 

Donald V. Buttenheim (Army) 
has returned to his former posi- 
tion as general manager of Con- 
tractors & Engineers Monthly, and 
will assume general managership 
of the American Citu Magazine. 

E. C. Shingleton (Army) has re- 
joined the advertising and sales 
promotion department of the B. F. 
Goodrich Company, Akron, O. 

William P. Conklin (Navy) has 
resumed his duties as vice-presi- 
dent and treasurer of the J. M. 
Ney Company, Hartford, Conn. 

Harvey W. Olsen (Army) has 
rejoined Needham, Louis & 
Brorby, Chicago, as an art director. 
Other servicemen returned to the 
agency include John Temple, Er- 
nest Allen and Gerard Park. 


Quis to Fort & Co. 


Francis Quis (Army) has joined 
Fort & Co., Charlotte, N. C., in 
charge of the agency’s research, 
advertising planning and creative 
supervision. 

Lt. Gerhard Becker (USNR) has 
been appointed associate in Chi- 
cago to the western manager of 
The Atlantic Monthly. 

Gerard L. Smith (Navy) has re- 
joined Smith Engineering Works, 
Milwaukee, as vice-president in 
charge of sales. 

Capt. Marv Rosene (Army) has 
resumed his former position as 
sales representative of WHBF, 
Rock Island, Il. 

Jacob Seeman (Army) has been 
appointed advertising director of 
Katz & Besthoff, New Orleans drug 
chain. 

Walter Zahrt (Navy) has joined 
the promotion and pubiicity de- 
partment of KGO, San Francisco. 


To Harvey & Howe 


Lt. Malcolm Hart Jr. (AAF) has 
rejoined Harvey & Howe, New 
York, as vice-president and sales 
manager. Lt. Fred Klaner Jr. 
(Navy) has joined the company, 
which publishes What’s New in 
Home Economics, as a member of 
its sales staff. 

Lt. Comdr. John M. McCullough 
(Navy) has joined the H. Bb. 
Humphrey Company, Boston, as an 
executive. 

Lt. Col. Joe H. Serkowich 
(Army) has joined the creative 
staff of Lyle Hosler Advertising, 
Peoria, Il. 

Lt. Robert S. Aitchison (Navy) 
has rejoined the Lindberg Engi- 
neering Company, Chicago, to 
head its advertising department. 

Lt. Seth N. Baker (Army), has 
joined Philco Corporation, Phila- 
delphia, as a member of its public 
relations staff. 


Drug Firms Use Reminder 
Copy in Foreign Cities 

Lambert Pharmacal Company, 
St. Louis, and its subsidiary, Pro- 
phy-lac-tie Brush Company, Flor- 
ence, Mass., are re-opening for- 
tign markets cut off by the wa 
with reminder ads in Singapore 
and Shanghai for Listerine anti- 
‘eptic, toothpaste, and Pro-phy- 
fac-tic toothbrushes. 

National Export Advertising 
Service, New York, is placing the 
‘Copy through its recently re- 
‘pened associate offices in those 
Citle 


ABC Names Velotta 


_ Thomas Velotta, director of spe- 
“al events for the American 
‘roa icasting Company, has been 
tamed director of news and spe- 
lal -vents for the network. Rich- 
a . Tobin, news director, re- 
to the New York Herald 
ne as an executive. 


Nanes Fehrenbach 


_Avsust J. Fehrenbach, for the 
Past three years editor of Plan, 
“ld prior to that for 10 years 
int publisher of Practical 
wer, has been appointed execu- 
“v€ assistant specializing in 
“Wl ing materials, of Farm Jour- 
al, ~hiladelphia. 


‘Outdoor Life’ Offers 
Cash Awards for Pledge 


With a total of $5,000 in cash 
awards for contestants, Outdoor 
Life, New York, in its February 
issue announces a new competition 
seeking a “Conservation Pledge,” 
similar to the pledge of allegiance 
to the flag, which may be adopted 
by schools and all civic and 
patriotic groups as a means of 
helping conserve the nation’s nat- 
ural resources. Pledges of no more 
than 30 words are sought, with 
$3,000 to go to the first prize 
winner. 


Kay-Dee to Braitsch 


Kay - Dee Jewelry Company, 
Providence, R. I., has appointed 
Arthur Braitsch Advertising 
Agency, Providence, to handle its 
advertising. Full pages in jewelry 
publications will be used. 


Kimberly-Clark’s 
New Ad Campaign 


Based on Quiz 


Neenah, Wis., Feb. 6.—Quiz ad- 
dicts in general and those close to 
the graphic arts in particular are 
aimed at in the 1946 advertising 
campaign which Kimberly-Clark 
Corporation is launching this 
month, 

In a quiz show format, the first 
ad of the series carries the cap- 
tion, “Test your word knowledge 
—of paper and printing.” Under 
color illustrations, copy asks read- 
ers to identify “monotone,” “‘apac- 
ity,” “receptivity” and “underlay.” 
Answers are listed in the copy, 
which also includes mention of 
Kimberly-Clark products. 


The campaign includes four- 
color pages in national magazines 
and black-and-white pages in a 
list of business papers. Foote, 
Cone & Belding, Chicago, is the 
agency. 


Appoints Cohen 


Samuel J. Cohen, for the past 
year director of the retail stores 
section of the Treasury Depart- 
ment’s war finance division and 
before that merchandising coun- 
sellor of The Saturday Evening 
Post, has been named merchan- 
dising and marketing director of 
Parents’ Magazine, Calling All 
Girls, Calling All Boys and Polly 
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Pigtails, and publisher of Your 
New Baby, published by Parents’ 
Institute, New York. 


Frazier Joins Arndt 

William E. Frazier, formerly ad- 
vertising and sales _ promotion 
manager of Stonhard Company, 
has been named assistant account 
executive in the industrial division 
of John Falkner Arndt & Co., 
Philadelphia. 


Columbia Ups Grad 


Maurice Grad, director of sales 
promotion for Columbia Pictures, 
New York, for 13 years, has been 
appointed short subjects. sales 
manager. 


GIBBONS 


~ ADVERTISING 


TORONTO 


KNOWS CANADA 
J. J. GIBBONS LTD. . 


MONTREAL WINNIPEG, 


MERCHANDISING 


REGINA, CALGARY 


EDMONTON, VANCOUVER 


ee 


Williams, 


“I’m devoted to 
The Sun. I de- 
pend upon it to 
give me a com- 
prehensive, daily 
report of world 
news and to keep me in touch 
with local events when I’m 
out of town. I especially en- 
joy the ‘Book Corner’ and 
Ward Morehouse.” 


ILKA CHASE—"In Bed We Cry" 


“TI like The Sun 
because it is a 
thoroughly pro- 
fessional paper. 
I like your wide 
coverage of the 
news, your coverage of Amer- 
icana and the articles on 
antiques. Sometimes your 
editorials make me angry — 
but editorials should produce 
definite reactions.” 


CARL CARMER—''Genesee Fever’ 


--- @ paper of literary 
and journalistic stature ...~ 


AMONG AUTHORS, accuracy, thorough reporting and interpretation 
of the ever-changing social and political scene is of personal as well 
as professional importance. Their opinion is, therefore, of particular 
significance, confirming the findings of the L. M. Clark organization 
whose independent research rates The Sun “one of America's best read 
metropolitan dailies.” 


“Whether I’m in 
New York or 
North Carolina, 
I read The Sun. 
Your make-up 
is most attrac- 


tive and I like your direct, 
complete reporting and lack 
of sensationalism. I like to 
clip The Sun’s Racing Charts 
. and try to pick the winners.” 


BETTY SMITH —"A Tree Grows in 


Brooklyn” 


“The Sun is an 
unspectacular 
paper of some- 
what spectacu- 
lar values. In 
the midst of to- 


day’s sound and fury, it re- 
mains a paper of literary 
and journalistic stature. The 
Sun continues to shine clearly 
and revealingly through this 
period of fog and confusion.” 


FANNIE HURST—"Hallelujah" 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 


Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 


The Sun Courls Where Cpinion Courils 


SOME OF 
THE SUN’S 
FAMOUS 
FEATURE 
WRITERS | 


* 
GRANTLAND RICE 


The most respected name 
among the nation's 
sports writers. His col- 
umn "Setting the Pace" 
is a shining example of 
virile, informed sports 


reporting. 
* 


WARD MOREHOUSE 


Intimately records the 
daily pulse beat of the 
theater and writes 
about interesting per- 
sonalities in New York's 
night life in his "Broad- 
way After Dark.” 


* 


“HI PHILLIPS 


His popular "Sun Dial" 
is chock full of home- 
spun humor. "Hi" is the 
average citizen express- 
ing himself with gusto, 
point and great com- 
mon sense. 


* 
DELOS W. LOVELACE 


Reveals little known and 
interesting facts about 
people in the headlines 
in his robust column 


"Who's News Today.” 


* 
DAVID LAWRENCE 


Among the nation's 
most respected news 
analysts and political 
writers. "Today in Wash- 
ington" is interesting, 
accurate and widely- 
quoted by important 
people. 
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Kluge Names Reilly: 


Appoints Agency 

Ray Reilly, formerly associated 
with Westinghouse in California, 
has been named general manager 
in charge of sales and production 
for Kluge Electronics, Los An- 
geles, manufacturer of “California 
Kilowatt.” 

The company has _ appointed 
Howard Wookey, Inc., Los An- 
geles, to handle its advertising. 
Radio and electronics magazines, 


direct mail and point-of-sale ma- 
terial will be used. 


Accept Ads Now 

The nine journals published by 
the Washington Institute of Medi- 
cine, General Practice Clinics and 
quarterly reviews serving special- 
ized fields, are now accepting ad- 
vertising, according to Henry J. 
Klaunberg, president of the insti- 
tute. Wm. M. Escavaille Jr., 
Washington, D. C., is national ad- 


vertising representative. 


BACK 


LOCAL DEALERS 


WITH 


LOCAL ADVERTISING 
IN 


MICHIGAN LEAGUE NEWSPAPERS 


This is the kind of advertising that your dealers 
want — the kind that will bring DIRECT SALES 
in Non-Metropolitan Michigan Cities and the 
trading areas they serve. 


When you can tell a dealer that you are 
advertising in HIS NEWSPAPER you get 


cooperation and sales. 


YOUR 


Represented by— 


SCHEERER & CO. 
35 East Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 


“OODLES of compressed air are 
needed around an oil refinery for 
process work, clearing pipe lines, 
operating hoists and other pneu- 
matic equipment. 

“My idea of an air compressor 
ad that packs a wallop is one that 
gives pointed answers to such 
questions as: 1. Will it fill our 
requirements on capacity and 
pressure, come in belt, motor and 


Ask For Latest 


*Mr. Miller, who is lo- 
cated at the Bartlesville 
office and looks after 
power service equipment 
at three large Phillips re- 
fineries, gets much of his 
tell-bow data from 


53 W. JACKSON BLVD. © CHICAGO 4, ILL. 


engine-driven types; 2. Will its 
unloading device effectively re- 
lease pressure on valves when 
starting, cut off when pressure is 
up; 3. Is lubrication automatic— 
splash or force feed; 4. How 
much steam or current is needed 
to bat out 1000 cf of air at say 125 
lb. pressure; 5. What provisions 
are made for reliability of opera- 
tion and ease of maintenance?” 


Field-Call Bulletin—' Where engineers need help” 


“ 


NGINEERING — 


The Advertising Research Foun- 
dation expects to have continuing 
‘studies of both farm publications 


and weekly newspapers under 
way in 1946. A pilot study of 
farm papers is now being made 
in Minnesota. Plans for a con- 
tinuing study of business papers 
are not so far along. 

As, if and when these three get 
under way, ARF will be operating 
continuing studies for five media 
—the others being daily news- 
papers and transportation adver- 
tising. 

7 co bo 

Although dues of the four major 
networks — American, Columbia, 
Mutual and National—have been 
more than doubled in the past 
year, all are continuing as mem- 
bers of Cooperative Analysis of 
Broadcasting. 

Long stronger on the “buying 


side,” among advertisers and agen- 
cies, CAB expects to make rapid 
progress in the next few months 
in extending its service among 
stations. 

C. E. Hooper, Inc., has gone 
out of its way lately to predict 
the decline and fall of CAB, but 
the CAB people do not intend, 
now or later, to make a formal 
reply—nor to predict publicly the 
future of the Hooperatings. 

* * + 

Present activity in the outdoor 
magazine field, which will be 
stimulated by the appearance of 
Holiday, whose editorial content 
will include a substantial fare for 
outdoor fans, is leading to talk of 
another big publishing operation 
in this field. The sponsor is said 
to be the Wild Life Institute, whose 
success and strong financial posi- 
tion would command respect and 


Tee 
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cooperation from many importent 

groups and institutions if it ce. 

cided to enter the publishing fic \q, 
bo * * 

Although commercial prodic. 
tion is not yet under way, look or 
Tyrothrycin to be on the mar! et, 
possibly this year. Tyrothrycir js 
the fungicide, bactericide, nq 
germicide that is said to be he 
final answer to combating a‘h- 
lete’s foot, etc. It’s now being 
produced “on a laboratory scale” 
by Merck & Co., Rahway, N. J, 
and some other chemical manuf ic- 
turers, among them Sharp 4% 
Dohme, Philadelphia. 


* * By 


Although supply problems have 
slowed down the operation, lead- 
ing department stores still expect 
to put a line of household appli- 
ances under their own individual 
names. In Chicago, Marshall Field 
& Co. hopes before long to have 
a major appliance center in which 
its own-name products, as well as 
a choice of competitive nationally- 
known brands, will be featured. 
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This Newspaper 


...has led its field in every 
department...news, circulation, 
advertising and public service 


...as far back as the records go. 
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Demand 10% Price 
Boost on Swedish 
Wood Pulp Imports 


Washington, Feb. 7.—Reports 
tha. Sweden may virtually curtail 
ex) ort of wood pulp to the United 
Ste es in 1946 unless a 10% price 
inc;ease is allowed were circu- 
lated this week, after OPA had 
denied requests for further up- 
ward adjustments filed by both 
importers and domestic producers. 

With pulp wood already selling 
for twice the 1939 price, and pro- 
duction of paper at record levels, 
OPA told the advisory committee 
of the domestic wood pulp pro- 
ducers and the importers that no 
further increase would be al- 
lowed. 

Meanwhile, Swedish sources 
contended that an increase of 
about 10% would be needed to 
justify shipment of a _ projected 
700,000 tons in 1946. Without the 
increase, the Swedes say, it will 
be possible to ship only about 50,- 
000 tons. 


Shipments Halted Now 


Since V-E Day, the Department 
of Commerce reports, 803,313 tons 
of Swedish wood pulp have ar- 
rived in this country. With the 
“freeze up’ season now at hand, 
last-minute arrivals have included 
38,319 tons in the week ending 
Jan. 31, 

In reporting that it will not bé 
possible to resume shipment at 
these prices when the waters are 
open again next spring, Swedish 
producers point out that pulp 
shipped in last year had been ac- 
cumulated during the war, before 
production costs began to soar. 

According to the Bureau of 
Labor Statistics index, the price 
of pulp was 202.1 in December, 
1945, if August, 1939, is taken as 
100. Even with the customary base 
of 1926 as 100, the December, 1945, 
price is 140.6. Indicative of the 
trend, here are pulp prices over 

a 20-year period: 1926—100; 1938 

—71.2; 1939—87.7; December, 1945, 
140.6. 


Three Men V Weigh | 
Future of CAB 


New York, Feb. 7.—Bernard C. 
Duffy, chairman of the board of | 
governors of the Cooperative | 
Analysis of Broadcasting, this 


week named a three-man commit- | 


tee to “study all aspects of radio 
audience measurements” (AA, Feb. 
4) and to 
objectives, technical and adminis- 
trative policies of CAB.” 

Named to the committee were 
Robert F. Elder, assistant to the 
president of Lever Bros. Company; 
Thomas D’A. Brophy, president 
7 Kenyon & Eckhardt, and Edgar 

OL 
tasting System. 

On the findings of this commit- 
tee will largely depend the future 
i CAB, and perhaps the develop- 
mer 
men 
the 
pop 
sery 
Niel 
agey 
Blve 
ble 
Usti 


Ca: ‘son Promoted 

_L. F. Carlson, with the adver- 
‘Sin. department for the past four 
has been appointed man- 
ser of advertising and public re- 
ti of the Oldsmobile division 
‘ G neral Motors Corporation. 


services. It is no secret that 


arity, and the duplication of 
es like CAB, Hooper and 
n, have induced advertisers, 
ies and broadcasters alike to 
serious attention to a possi- 
evamping of the radio sta- 
! picture. 


ns Advertising Course 


l! s University of Rochester has 
“Per dan advertising course based 
1” undamentals of Advertising,” 
: irse of study prepared by 
en ders of the Central New York 
iC. trial Advertisers Association. 


| 
| 
| 


“report on the future | 


k, president of Mutual Broad- | 


of all other radio measure- | 


‘ost of measuring program | 
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Manville Boosts Three 


J. A. O’Brien, vice-president of 
Johns-Manville Sales Corporation, 
has been appointed manager of 
the company’s power products and 
industrial department. H. R. Ber- 
lin and C. G. Dandrow have been 
elected vice-presidents, the former 
to manage sales of building ma- 
terials and the general -depart- 
ment, the latter as general sales 
manager of the power products 
and industrial departments. 


Issues New Booklet 


The U. S. Inspected Foods Edu- 
cational Service, New York, has 
issued a new 16-page booklet em- 
phasizing the value of continu- 
ous plant inspection by the De- 
partment of Agriculture and U. §. 
grade labeling of processed fruit 
and vegetables. 


Consumer Co-ops 
Agree to Merger 


Feb. 5.—The major 
consumer cooperative organiza- 
tions, meeting here last week, 
reached an agreement to merge 
their top structures in a move for 
organizational efficiency which will 
place the U. S. co-op movement in 
line, finally, with that of Sweden’s 
co-ops. 

Officers of National Coopera- 
tives, Inc., the Cooperative League 
of the U. S. A. and the Coopera- 
tive Finance Association of Amer- 
ica announced that work will be- 
gin soon leading to the incorpora- 
tion of a single structure which 
will provide for easier policy-mak- 


Chicago, 


ing by co-op leaders. It will take 
over educational and publishing 
tivities of National Cooperatives, 
ing, production and marketing ac- 
tivities of National Cooperatives, 
and lending activities of the Fi- 
nance Association. 

The Finance Association is an 
outgrowth of the National Cooper- 
ative Finance Association, incor- 
porated in April, 1943, and not yet 
in active operation. 

Executives of the League point- 
ed out that the U. S. co-op move- 
ment has been patterned after that 
of the United Kingdom, where 
separate organizations handle edu- 
cational, merchandising and pub- 
lishing problems. They assert that 
attempts in England and Scotland, 


73 


ity,” to coordinate the activities of 
the separate units have met with 
failure, whereas the Swedish, with 
one policy-making organization 
covering all activities, report com- 
plete success in coordinating vari- 
ous functions. 


Chambers-Wiswell Moves 


Chambers & Wiswell, Boston, 
has moved to larger quarters in 
the 250 Park Square building. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 


S S RUBBER CEMENT CO. 


through a “Cooperative Author- 


314 N. Michigan Ave., Cen. 3373, Chicago 3 


AMERICA’S 


FAVORITE 


HUSBAND AND WIFE! 


RADIO'S HILARIOUS COMEDY OF | gi 


Year after year voted among radio's top comedy 
teams, EASY ACES is one of radio's great comedy 
shows. Says Fred Allen, ‘‘Goodie Ace is America’s 


greatest wit'’. 


comedienne in the land’. 


Says Frank Fay, ‘Jane Ace is the best 
Everybody knows them. — 


Everybody loves them. Now for the first time avail- -s 
able to local and regional sponsors in a series of, 
transcribed quarter hours. 
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‘Net’ Won't Wreck 
Representatives, 
Sherwood Asserts 


New York, Feb. 7.—Despite fears | 


of newspaper representatives that 
the newly-formed American News- 
paper Advertising Network might 
ruin their business, the New York 
chapter of the American Associa- 
tion of Newspaper Representatives 
listened. calmly here today to a 
presentation of the network’s ob- 
jectives and to talks by three of 
its leaders. 

The network executives, on their 
part, were equally restrained. The 
length of the presentation, and 
the fact that the room in the 
Waldorf-Astoria Hotel engaged 
for this special meeting had to 


be emptied promptly, prohibited | unified — is 


1 
| 


|questions from the floor which 


might have led to bitterness. 


The presentation was made by 
Marion Harper Sr., whose organi- 
zation last year made a $50,000 
research study on the basis of 


which the network recently was} 


launched (AA, Jan. 21). 


Sherwood Asks Cooperation 


H. B. Sherwood, New York 
News, president of ANAN, “ear- 
nestly solicited” the “support and 
helpful cooperation” of the repre- 
sentatives. 

“We are blood-allies,’ he em- 
phasized. “Let us not engage in 
internecine warfare. To do so 
would only result in a double- 
knockout. The only possible win- 
ner in such a battle would be radio 
and magazines.” 

Gerald B. McDonald, Williams, 
Lawrence & Cresmer Company, 
president of the New York chap- 
ter of the representatives, pointed 
out that “the magnificent force of 


the newspaper medium — when 
clearly manifesting 


radio is at long last over. Never 
has the newspaper medium en- 
; tered a period of such rich prom- 


| ise.” 
Calls Flexibility Overrated 


Mr. Sherwood said that the 
opinions of many representatives 
on the network “have suffered 
from a wealth of misinformation 
and a lack of accurate and ade- 
quate information as to the mo- 
tive, purpose and program” of its 
backers. 

“Too much reliance has been 
placed on the time-worn cliche 
of ‘flexibility’,’” he said. “In many 
instances newspapers have come 
to be regarded purely as local ad- 
vertising mediums.” Between 1940 
and 1944, national advertising in 
newspapers rose $12,000,000, 
“while magazines increased their 
billings by $98,000,000 and radio 
by $139,000,000. 

“‘Newspapers must meet the op- 
position on an equal footing. They 
must cease operation as thousands 
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its own war, unmindful of its 
fellows, while confronted with a 
well-organized and well-integrated 
army of opposition. 


Points to Own Record 


“The chance of success of any 
individual newspaper’s 
down a national radio or magazine 
program is virtually non-existent. 
We have been wholly unable to 
do so with the New York News— 
a paper with 4,500,000 circulation 
(Sundays). What hope then has 
the smaller newspaper in the 
smaller market? ... United, they 
could present national advertisers 
with a national package, simplified 
billing, reduced overhead... 

“The newspaper representative 
has been a vital factor—perhaps 
the vital factor —in building na- 
tional newspaper linage .. . and 
the newspaper representative will 
continue to be the key factor in 
influencing the vast bulk of na- 
tional linage. 

“The American Newspaper Ad- 
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Yes, the Philadelphia newspapers do circulate in 


Camden County. But while Camden County is sur- 


rounded to some extent by Philadelphia influences. .. 


it has never surrendered to the larger city across the 


river! If you want to sell Camden... and it is a market 


you can’t afford to overlook . . . you must use the 


Camden Courier-Post. 


AMDEN COURIER-POST | 


In Camden County, the most densely populated 


area in Southern New Jersey . 


. . the Courier-Post 


circulation is MORE than all the Philadelphia dailies 


combined. 


Never mind the rest of the 


statistics. Mull that 


one over. It’s the simple fact that makes the Camden 


Courier-Post a MUST! 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK 


CHICAGO 


PHI! ADELPHIA 


DETROIT 


CLEVELAND 


| 


breaking | 


itself. The honeymoon period for|of individual squads each fighting | vertising Network will in no sen: - 


replace him nor will it lessen h ; 
fundamental importance. It wi | 
become a powerful but suppl: - 
mentary selling tool.” 

The network, Mr. Sherwood e> - 
plained, “plans to spend a ve 
large sum of money for contin: - 
ous market research. It will pla « 
the results of this research in t e 
hands of its natural allies—t!e 
newspaper representative and t!e 
Bureau of Advertising. 


Seek Continuity 


Hal Stretch, Philddelphia [,- 
quirer, said that the network i)- 
tends to “get continuity in the 
use of newspaper space. As in- 
dividual newspapers we _ could 
never sell it. As a package it 
could be sold. 

“If this proves effective with a 
few leading accounts, I predict 
that a trend will develop that wil! 
keep you busier on newspaper 
orders than you have been in a 
long time, for the biggest volume 
of business will not go ‘network’.” 

Mr. Stretch cited the growth of 
such “newspaper magazines” and 
“groups” as The American Weekly, 
the Metropolitan Group and This 
Week Magazine. 


Feldmann Discusses Problem 


Cc. J. Feldmann, Des Moines 
Register and Tribune, pointed out 
that “mine happens to be a so- 
called monopoly newspaper. Why 
should the R & T be in a net- 
work? My representatives, Os- 
born, Scolaro & Meeker, are doing 
a swell job for my newspaper. 
| They cannot lose business to my 
competitors. 

“But their field of operation is 
of necessity restricted to the pres- 
ent method of allocating national 
advertising dollars. I feel, in the 
interest of my representative—as 
well as my own—that the R & T 
should play its part in raising the 
/level of selling newspapers so that 
some of its radio money may be 
siphoned into newspapers, where 
| it belongs.” 


‘Plain Dealer’ Drops Out 
Mr. Harper declined to comment 


today on the resignation from 
-ANAN of the Cleveland Plain 
_Dealer. Sterling Graham, general 


/manager of the Plain Dealer, has 
|confirmed the paper’s resignation 
/ but has refused to explain the rea- 
| sons for it. The Plain Dealer was 
a pioneer in the project and helped 
to finance the Harper research 
| Study. 

| Meanwhile, in Detroit, D. H. 
| Odell, assistant director of adver- 
| tising of General Motors Corpora- 
‘tion, told ADVERTISING AGE today 
that he has made no effort to dis- 
credit the network idea, regardless 
of “misinterpretations” of a recent 
' statement he made on the subject 
'of the network services. 

| Newspaper representatives re- 
| ported to publishers last week t!:at 
Mr. Odell warned them that Gen- 
eral Motors’ agencies prefer to dal 
| directly with the newspapers § 
that the company expects to 

| ceive from any network paper | '¢ 
‘lowest rate it offers to natio al 
_ advertisers. 


| Thien Succeeds Hewlit' 


| Robert R. Thien has been nan °4 
'director of marketing for Wil! >- 
Overland Motors, Inc., Detroit. " 
charge of the advertising, pu! 
|relations and sales promotion . 
‘tions, succeeding W. P. How! |. 
|director of public relations, v ° 
|has resigned to rejoin Carl B) '! 
& Associates, New York. Vin¢ 

J. Gibson will be manager of 
public relations section. 


Promotes White Seal 
Carstairs White Seal whisky 

be promoted via an expan © 

newspaper campaign, through L« - 

nen & Mitchell, Inc., New Y: 

|This product was incorrectly 
ferred to in ADVERTISING AGE ! 

| week as Carstairs White La 

| whisky, due to an error in st 

transmission. 
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ew Film Units 
an Worldwide 
ovie Showings 


New York, Feb. 6.—Details of 
ans for worldwide motion pic- 
re production and distribution, 
ith Universal Pictures Company, 
nc, as one of the principals, are 
pt forth in a current newspaper 
nd magazine advertisement re- 
base i by the firm. 

Universal, which also presents 
s annual report in copy and chart 
rm for the general public, points 
ut that it is participating in the 
yymation of “a new major Ameri- 
4n motion picture producing cOm- 
any,” International Pictures Cor- 
oration, to be jointly owned by 
niversal and the Leo Spitz-Wil- 
am Goetz interests. The new 
mpany will acquire the story 
nd production assets of Interna- 
onal Pictures, Ine. (the present 
pitz-Goetz firm). 

International plans to produce a 
jinimum of eight top films an- 
ually for worldwide distribution. 
s headquarters will be estab- 
shed at the Universal studio in 
alifornia, where production fa- 
ilities will be made available on 
rental basis. 


British Firm Joins 


In addition, a new distributing 
rganization, United World Pic- | 
es Company, is being formed, 
intly owned by International | 
ictures (of which Universal will 
wn half) and the J. Arthur Rank | 
iterests of Great Britain. This| 
ew company will distribute a} 
inimum of eight American and | 
ight British pictures each year, | 
arting next Sept. 1. | 
“Arrangements among Univer- | 


hl, International and United| 
jorld,” the ad points out, “include | 
1e possible acquisition of theaters | 
1 key cities of the U. S. and 
roughout the world as ‘show | 
indows’ for the exhibition and | 
‘:ploitation of films. Any such | 
eaters that may be acquired or | 
uilt may be jointly owned and | 
sed to the mutual advantage of 
1e three groups.” | 


RTHUR H. DEUTE 
Baltimore, Feb. 5.—Arthur H. 
eute, 57, president of the Na- 
ional Brewing Company, died 
ere Feb. 2. 
Mr. Deute was at one time ad- 
ertising manager on the West 
oast for the Borden Company. 
11933 he joined Jacob Ruppert, | 
rewer, New York, as assistant | 
Col. Jacob Ruppert, the late | 
resident of the company, han- 
ling all advertising and merchan- 
ising. 
In 1936 he was named president 
f National Brewing Company, 
here his merchandising policies 
hd personally directed advertis- 
lg brought the company out of 
le red. He was a_ syndicated 
king columnist for newspapers 
hd organizer of Les Amis d’Es- | 
fier, a society for gourmets. 


SANK B. WILSON 
New York, Feb. 5.—Frank B. 
‘ison, 69, newspaper publisher | 
miny years, and vice-president | 
f the United States News before | 
ret red in 1932, died here Jan. | 
}of . heart attack. Mr. Wilson, 
‘side. publishing his own news- | 
per. had been associated with | 
lian Randolph Hearst, first on | 
*%mooolitan and later as pub- 
Ser of the now defunct Roches- | 
fr urnal-American. Don K. 
advertising representa- | 
the Farm Journal, is his| 


——— | 
Ustice Appointed | 
frak A. Eustace has been| 
mec advertising manager of P. | 
bin division of American | 
ire Corporation, New Bri- | 
mn. | 


Locirheed Jumps 
Big Plane Field 
in New Campaign 


(Continued from Page 1) 


Angeles, 

Lockheed intends to ‘‘sell trans- 
port seats to the flying public in 
order to sell transports to the air- 
lines,” ADVERTISING AGE was told. 
With competitors not expected to 
make deliveries of large new 
planes for several months, Lock- 
heed emphasizes the 40-ton size 
and more-than-300-miles-an-hour 
speed of the Constellation. 


| media”’ to reach the still relatively 
|small number of people in the 
| Constellation’s market, Lockheed 
' decided to achieve the same end 
|with mass publications—thus also 
| influencing airline prospects of 
tomorrow. 


Lines Are Mentioned 


Operating lines which will use 
this equipment—currently Ameri- 
can Overseas, Pan American and 
TWA, and later Eastern, Panagra, 
Air France, KLM and KNILM— 
are prominently displayed. Read- 
ers are urged to make immediate 
reservations on these lines and to 
“specify Constellation.” Lockheed 
expects that demand thus will be 


ment to the operating lines. 

The campaign is being merchan- 
dized at airline ticket offices and 
travel bureaus. Point-of-sale ma- 
terial will include four-foot dura- 
luminum scale models of the Con- 
stellation. Roy Campbell, Lock- 
heed sales development manager, 
is supervising the program. 

In addition to the Constellation, 
Lockheed will produce soon two 
other big transport planes, the 
Constitution and the Saturn. 

Meanwhile, Boeing is readying 


a transport version of the B-29;) 


Consolidated will have Model-37 
and the Convair 240, and Douglas 
and Martin each is_ preparing 


safety” also are stressed. 


‘| sistently high 


Instead of employing ‘c!as~ | more sales of Constellation equip-|bow in_ its 


three large transports. 
“Greater comfort” and “greater| sufficiently great to insure con-|has begun to mention the 440- 
load factors and|mile-an-hour forthcoming Rain- 
regular 


75 


through Albert Woodley Company, 
New York. 


* 


Postpone Beverage Show 
Because future operations of the 
| beverage industry are uncertain, 
| the Illinois Liquor Stores Associa- 
tion and other branches of the al- 
coholic beverage industry have 
postponed the National Beverage 
Exposition, which was to have 
been held at the Hotel Sherman, 
Chicago, April 1-3, to some time 
next fall when they hope to have 
their postwar plans formulated. 


Growers Elect Kluge 

Theodore O. Kluge, for the past 
|18 years assistant general manager 
|of the California Prune & Apricot 
Growers Association, San Jose, 
Cal., has been elected general 
manager. 


HE’S vital. She’s alert. She’s a mod- 
ern mother. And right now, in 
her eager, stimulated mind, there 
lingers the tender refrain of a roman- 
tic tale by Rita Weiman .. . a story 
she has just read in Cosmopolitan. 


For Cosmopolitan’s pages are 
packed with the greatest emotional 
writing of our time — great writing 
that makes great reading. Yes, the 
sort of writing that spins webs of 
dreams, that weaves rainbows into 
the pattern of living. 


So now that her eyes are all aglow 
with the rapture of Rita Weiman’s 
new novel, Clapp’s knows she’s in a 
responsive mood. That’s why they, 
choose Cosmopolitan to display those 
ads that prove how well they cater 
to the delicate diet of babies! And 


Rita Weiman’s writing has played on her emotions... 


they know it pays to go on showing 


her that Clapp’s Baby Foods can help 
keep her baby happy . .. husky... 
healthy! The lady’s listening! 

She’s been swayed by the senti- 
ment of Rita Weiman, the imagery 
of Katharine Brush, the brilliance of 
Faith Baldwin, Sinclair Lewis, and 
all the other famous authors who 
write regularly for Cosmopolitan. 


They've appealed to her emotions. 
And it’s emotion that makes wars 
... and marriages .. . and SALES! 


*A Cosmopolitan advertiser since 1937 
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GREAT WRITING 


MAKES GREAT READING 
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Competitive Ads 
Due as Cigaref 
Supply Eases 


(Continued from Page 1) 
compensating increases in prices, 
with the result that profit levels 
have been sliding off, despite rec- 
ord sales volume, 


Sales Drop Shown 


In offering to cancel purchases 
of its new 3.6% preferred stock 
with a $100 a share refund, if ap- 
plication is made by Feb. 18, Philip 
Morris reported that its earnings 
position has changed drastically 
since the prospectus was issued. In 
November, it said, operating loss 
was $93,000, with a net loss of 
$57,000 after federal income tax 
credit, and December showed net 
income of only $22,000. 

For the three months ended 


March 31, which closes its fiscal 
year, net income of $125,000 is es- 
timated, with estimated income for 
the fiscal year set at $4,400,000, in 
addition to which would be added 
a $1,625,000 carry-back of excess 
profits tax, making final net profit 
$6,025,000. This would compare 
with net of $6,803,625, or $5.94 a 
common share, in the 1944 fiscal 
year. 

The company attributed the 
sharp profit decline to “virtual dis- 
continuance” of sales to the armed 
forces and abnormally large do- 
mestic sales in October which ap- 
parently resulted in overstocking. 
Increased tobacco costs, which had 
been partially offset by rapidly 
rising sales, were also cited, as 
well as a sharp drop in sales of 
Marlboro cigarets, which had 
benefited from shortages and 
which provide a larger margin of 
profit because of their higher sell- 
ing price. 

Other cigaret manufacturers de- 
scribed themselves as unable to 
account for the terrific change in 
the Philip Morris sales picture, 


and refused to believe that it in- 
dicated any permanent condition. 
The only reasonable explanation, 
they said, was that Philip Morris 
may have been getting somewhat 
more than its share of switch-sales 
due to shortages. They insisted 
unanimously, however, that no 
particularly serious decline in sales 
has resulted for the industry as a 
whole. 


Moderate Decline Possible 


So-called “off brands,” of course, 
have suffered badly since short- 
ages disappeared, but the Big 3 is 
still having some difficulty getting 
adequate stocks into all outlets, 
and no one in the industry seems 
worried about any substantial 
over-all decline in sales. 

Most manufacturers recognize 
that total output may decline mod- 
erately because of somewhat less 
wasteful handling of cigarets in 
the hands of civilians than is like- 
ly to be the case with the armed 
services during war, but all insist 
that there is nothing in the picture 
to warrant any pessimism about 


. ‘ 


The all-out evidence of our faith in the present and future of 


this— America’s most promising market, is evidenced by the 


investment of millions in plants and facilities in Southern 


California and by the fact that for the first time in our history we 


are opening an office of the Henry J. Kaiser Co. in Los Angeles” 


Henry J. Kaiser 
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cigaret sales, nor to lead to the as- 
sumption that Philip Morris is 
losing out competitively. 

According to Harry M. Wooten, 
writing in Printers’ Ink last week, 
total cigaret production last year 
set a new high record of 331 bil- 
lion, compared with 321.8 billion 
in 1944, and tax-paid cigaret out- 
put, for domestic consumption, 
reached 267.5 billion as against 
239.3 the previous year. Mr. Woot- 
en said Lucky Strike led the field 
with 262% of tax-paid cigaret 
output, with Camel second with 
21.2%, Chesterfield third with 
20.7%, Philip Morris fourth with 
10.5%, Old Gold fifth with 6.2%, 
followed by Raleigh, 4.7%; Pall 
Mall, 3.2%; Kools, 2%; and Ram- 
eses and Marvel, 1.6%. 


Leaders Cut Advertising 


Figures on cigaret advertising 
for 1945 indicate that expenditures 
of the Big 3 were sharply reduced 
during the year, while expendi- 
tures on Philip Morris, Raleigh 
and possibly Old Gold, went up. 

Chesterfield led in expenditures 
in 1944, and undoubtedly will lead 
again in 1945, although newspaper 
figures will not be available for 
some time. In magazines and chain 
radio, this brand was backed to 
the tune of $5,165,000 during 1945, 
as against total expenditures, in- 
cluding newspapers, of $6,565,000 
in 1944. Its total 1945 expenditure 
will probably be $500,000 or so be- 
low 1944. 

Lucky Strike invested $5,300,000 
in advertising in 1944, and indica- 
tions are that its 1945 total will be 
just about half this figure. Maga- 
zine and radio totals for 1945 are 
$2,800,000, and it has been rela- 
tively light in newspapers. 

Almost the same thing applies 
to Camel, whose 1944 expenditure 
was $5,275,000. In 1945 it spent 
$2,850,000 on magazines and radio 
combined, and its total indicated 
expenditure for the year is consid- 


“Wow! Medical Science Offers | § 
Puede re POSITIVE 


‘SAFER TO SMOKE'—With 


this copy, 

Brown & Williamson Tobacco Corp. is 

launching its biggest newspaper cam- 
paign for Raleighs. 


erably below $4,000,000. 

On the other hand, Raleigh— 
probably the field’s largest news- 
paper advertiser at present—spent 
$3,000,000 in all three media in 
1944, while its 1945 expenditure 
in magazines and radio totals 
$2,275,000. On the basis of past 
records, newspaper figures should 
bring its 1945 total to something 
like $3,500,000. 

Similarly, Philip Morris was 
promoted to the tune of $3,000,000 
in 1944, and its magazine and ra- 
dio expenditures alone for 1945 
totalled $3,300,000. With news- 
papers added, the 1945 total ought 
to approach $3,800,000. 

Old Gold’s 1944 expenditure in 
all three media was $2,765,000, and 
for 1945 it spent $2,140,000 in 
magazines and radio. When news- 
papers are added, its total for 1945 
will probably be reasonably close 
to its 1944 expenditure. 


You can reach over 
10,000 weekly and 
daily newspapers 
through.... 


FOR RELEASE is a weekly 
tabloid newspaper, which 
seeks to give to editors and 
advertising managers of daily 
and weekly newspapers, a 
seven-day review of the news 
and views of the world in con- 
| densed, carefully prepared re- 
| ports, written from the news- 
paper angle. 


| It competes with no existing 
| trade paper now being dis- 
tributed to the newspaper 
| field. Based on the belief that 
‘| most editors and advertising 
‘| managers would welcome a 


“ 
Sor Release 
A weekly news review 
for daily and weekly newspapers 


Jor Release 


(a publication) 
480 Lexington Avenue, New York (17), N. Y. 
Telephone: ELdorado 5-0747 


secretary who will scan the 
news of concern to them each 
week and report on it, FOR 
RELEASE has as its editoria’ 
aim the accomplishment o/ 
this purpose. 


Published in tabloid forma’ 
and on newsprint for economy 
FOR RELEASE is so plannec 
as to reach most of its sub- 
scribers before usual week!) 
press date. It welcomes in 
quiries concerning its service 
to manufacturers, advertisin: 
agencies, and public relatior 
organizations. 
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14 Doctors Find 
Raleigh Cigarets 
Less Irritating’ 


(Continued from Page 1) 

9, naturally, they “would rather 
ave a Raleigh.” 

Brown & Williamson conducted 
he tests in New York through an 
ndependent laboratory, and, fol- 


yf the six top brands, called in an 
mpartial jury of 14 physicians— 
hroat specialists and others—to 
ertify the results. 

Ted Bates, Inc., New York, re- 
ently appointed by B&W, handles 
he newspaper campaign, and Rus- 
el M. Seeds Company, Chicago, 
5s in charge of Raleigh’s radio 
shows, Which include the Red 
kelton program, “Raleigh Room 
vith Hildegarde” and “People Are 
unny,” all on NBC. 

In January, the medical opinion 
oomed large also in a_ special 
magazine campaign by R. J. Rey- 
nolds Tobacco Company, Winston- 
Salem, announcing that “a recent 
nationwide survey” reveals that 
‘more doctors smoke Camels than 
any other cigaret!” 


Tells Story to Doctors 


Scheduled for about 30 medical 
journals, including the Journal of 
the American Medical Association, 
‘amel tells of the survey of 
‘every doctor in private prac- 
tice” by “three nationally known 
independent research organiza- 
tions.” Camel cigarets were the 
favorite, R. J. Reynolds reports, 
because of “a mildness that’s cool 
nd easy on the throat... anda 
full, rich flavor. . .” 

The “medical angle” copy is also 
appearing in color in national 
magazines. Agency is Wm. Esty & 
‘0., New York. 


Recalls FTC Complaint 


The throat irritation theme 
Raleigh is using currently came 
inder FTC survey in the fall of 
1942, when Philip Morris & Co. 
was singled out for claims that its 
‘igarets “cause no throat or nose 
irritations.” At the same time, 

C complained to R. J. Reynolds 
against use of testimonials in 
amel advertising and against the 
ompany’s claim that Camels con- 
tain 28% less nicotine. 

Philip Morris reports its 1946 
advertising has not been prepared 
s yet, and is not expected to 
start until April 1. Officials had 
no comment on whether adver- 
Using plans would be affected by 
the company’s drop in earnings 

November and December of 
lat year. Net earnings for the 
fiscal year ending March 31, the 
‘company said, would be “substan- 
Nally less than those for current 
and past fiscal years.” 


Radio Scribes Form 


roup, Elect Ray 
William Ray, WMAQ-NBC news 
pecial events director, has 
named president of the 
-formed Chicago Radio Cor- 
dents Association. The 
was formed to promote 
is a news medium, with rep- 
itives on equal footing with 
news gatherers, and to main- 
gh standards of news broad- 


Ro-ert Hurleigh, WGN, is vice- 


and 

Neen 
new] 
resp 
grou 


radic 


Presi ent of the group; Everett 
‘Olle, WBBM -CBS, secretary, 
end Robert Ward, WJJD, treas- 


is Research Unit 


_Cloment W. Mackay, general 
Nan ger of Kenyon Research Cor- 
“ora on, New York, a subsidiary 
Kenyon & Eckhardt, has been 
amd president of ‘the research 
succeeding Otis A. Kenyon, 
becomes chairman of the 


Soar’. During the war, Mr. Mac- | 
“ay directed research for the) 
Amc ican Fat Salvage Committee. | 
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Thompson Forms Publicity 


Offices in Detroit 


John W. Thompson, formerly di- 
rector of public relations of Ford 
Motor Company, Detroit, has an- 
nounced the formation of John 
Thompson, Inc., to function in the 
field of public relations, publicity 
and related services. Headquar- 
ters are in Detroit at 429 Ford 
building. 

Mr. Thompson has purchased the 
business of Lou Smith, Hollywood 
public relations man. In New York 
City his associate will be Philip E. 
Wilcox. 


Wagstaff Named V.P. 


J. B. Wagstaff, general sales 
manager of the De Soto division of 
Chrysler Corporation, has been 
named vice-president of the di- 
vision. 


20 Advertisers 


Underwrite ANA 


Radio Council 


New York, Feb. 7.— The radio 
council of the Association of Na- 
tional Advertisers, established last 
November at ‘the organization’s 
annual convention, is “ready to 
go,” Paul West, president of ANA, 
told ADVERTISING AGE this week, 
although no radio director has 
been selected as yet, nor will be 
probably for “at least one month.” 

He said that a group of 20 lead- 
ing advertisers have. underwritten 
the radio council for two years, 
providing financial backing of 
$50,000 annually. ANA members 
who are interested in radio will 
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later support the council with dues| New York, has made a new shift 


on a subscription basis. 

The ANA denied the report 
that Robert Elder, assistant to the 
president of Lever Bros. Com- 
pany, has been appointed radio 
director at $40,000 annually. The 
report presumably stemmed from 
this week’s meeting here of the as- 
sociation’s “exploratory commit- 
tee” for the council, consisting of 
Charles Mortimer, General Foods; 
Joseph Allen, Bristol-Myers Com- 
pany; William Ramsey, Procter & 
Gamble Company, and Donald B. 
Stetler, Standard Brands. 


Serutan Names Durstine 


Serutan Company, which last 
July transferred its advertising ac- 
count from Raymond Spector 
Company to Grant Advertising, 


to Roy S. Durstine, Inc., New 
York, effective March 1. Mr. 
Durstine will handle the account. 


Houston Leaves Y&R 
to Join Pepsi-Cola 


Bryan Houston, vice-president 
and a member of the plans board 
of Young & Rubicam, New York, 
has been appointed executive vice- 
president and general sales man- 
ager of Pepsi-Cola Company, Long 
Island City. 


On leave from Y&R since 1942, 
Mr. Houston was a colonel in the 
Army, and at various times served 
as director of rationing for the 
OPA, as assistant director in the 
Army’s readjustment division, and 
as assistant director of public re- 
lations for the War Department. 
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An Ernest Haycox Western 


Well Done, Home Front! 


It is a sponsor of work, an organizer of effort, a reporter 
of progress. It is a corrector of faults and weaknesses. 


It is a builder of unity, a preventer of dissension, 
a guarantor of strength, a promoter of understanding. 


It enables millions of men scattered a whole nation’s- 
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breadth apart to work together better for the nation’s good. 


It is their voice —and voiceless they would be powerless. 


It is the binder, the cement, the mortar, the substance 
which holds together—makes solid the bricks and the 
blocks—the whole vast structure of The American Legion. 
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J. Edgar Hoover has lifted the lid onthe lashes out at such gross negligence... and 


shocking case of one of the country’s prisons 
where criminals under sentence are given 
vacations, like soldiers on furlough! One con- 
vict, 5 times a murderer, was nevertheless 
“furloughed” along with the rest. In the new 
issue of The American Magazine, Hoover 


also at political corruption of many police 
forces — just when we face a tidal wave of 
crime unlike anything we’ve known. 


Read this startling exposure—The Rising 
Crime Wave, by J. Edgar Hoover — in the 
March American, out now. 


Speaking of J. Edgar Hoover 
(and who hasn’t!)... 
J. Edgar Hoover’s guns have never stopped spitting 
at criminal scum on the home front. 
And the newspapers, magazines, movies and radio have 
never stopped writing about Hoover and the FBI — with 
one exception. 

The American Magazine doesn’t write about J. Edgar 
Hoover or the FBI—but J. Edgar Hoover of the FBI frequently 
writes for The American Magazine! 

Watch The American... month after month... for 


articles by men others write about. nt 
) to Say Important Things 


| atl - Pilion — Pe — Fut! 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 7 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION - 
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The American Me gazine) Where Important People Turn 
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STORAGE 


RR. TRACK 
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PLAN PROGRAM—E. A. Rood, right, 
newly appointed ad manager of Cam- 
a field Mfg. Co., Grand Haven, Mich., 
confers with R. H. Cramer, account 
executive of McCann-Erickson's Chi- 
cago office, on the company's trade 
and consumer ad campaigns for the 
new Camfield automatic electric 
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PACKING 


- a . e toaster and Fluor-O-Shield, a glare- 
eliminating fixture for fluorescent lights. 
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MAXIMUM EFFICIENCY—Improving on the large-area one-story warehouse 
idea, Hibbard, Spencer, Bartlett & Co.'s Evanston warehouse will be built around 
incoming tracks, permitting storage of hardware close to tracks and alongside 
(Story on Page 18.) 


dragline, and promising minimum of handling. 


* 


‘KOF' SUCKERS—New on the market, 
and distributed only through druggists, 
are these Kiddie-Kof suckers, medi- 
cated all-day-sucker made by Sharp & 
Shearer, Reading, Pa. 


PLENTIFUL—H. J. Heinz Co. has added 2,600 poster locations to its regular 
coast-to-coast showing to publicize the return of Heinz ketchup to normal 


supply. 


This is one of two designs employing the same caption as a color 
spread which appeared in The Saturday Evening Post. 


Eleven Luscious Sweet Desserts 
-  <seAi 


NEW SERIES—This is the first design 
in a new window display series for 
F. & M. Schaefer Brewing Co., featur- 
ing reproductions of oil paintings by 
Robert G. Harris, each of which ap- 
pears, in the finished setup, to be the 
actual painting resting on an artist's 
easel. 
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WTS REALLY SWEET / 


FFERS SUGARLESS RECIPES—Desserts without sugar key the new campaign 

t Sweetose, product of A. E. Staley Mfg. Co., Decatur, Ill. Four-color pages 

e scheduled for a list of national women's and farm magazines, offering 

cipes which include the Staley syrup instead of sugar. Hill Blackett & Co., 
Chicago, handles the account. 
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Boke your Best with Pillsburys Best 
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PROMOTES HOME BAKING—Before President Truman issued last week's 


order restricting wheat consumption to meet commitments in foreign starva- 

tion areas, Pillsbury Mills, Minneapolis, had launched an extensive campaign 

in magazines, state and national farm publications and newspapers to promote 

home baking. This is one of the magazine color pages, which offers a book of 

“no-knead" recipes for 25 cents. McCann-Erickson handles the account. (Stories 
on Pages | and 66.) 


LEAD MILWAUKEE SALES EXECS—Officers of the Sales Managers Association 
of Milwaukee for the 1946 season are, left to right: Secretary, Lester C. Welle, 
of the Fuller Brush Co.; vice-president, Winston Watrous, Whirlwind Lawn 
Mower Corp:; president, Harold W. Hirth, Frankfurth Hardware Co., and 

treasurer, Reginald H. Coe, Milwaukee Coca-Cola Bottling Co. 


On its way to you... | 
Millions enjoy daily the satis- Bac 
faction chewing gum gives you. ™ 


To increase the available supply 
of this useful product, production 
of Wrigleys Spearmint Gum is 
getting under way. 


SPEARMINT'S COMING—W>m. Wrigley Jr. Co., which has stopped making Orbit, the wartime substitute for the famous 

Wrigley brands, has removed the question mark from its teaser posters and car cards, to give the public the news that 

Wrigley's Spearmint gum is “on its way to you.’ Car cards are being used this month in practically all available markets, 
and 24-sheet posters are appearing in all major cities. 
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Poi -LOVING America heaps lavish rewards on its favorite jesters — 
rewards that would ransom many a king. Money is no object when comedy is the com- 
modity, for when customers are in a happy mood, they’re in a buying mood. 

There are specialists in chuckles and grins; in sly wit and subtle humor... but 
for laughing right out loud, there’s the one and only “Snuffy Smith” and his rib- 
tickling troupe of hill-billy buddies— family favorites from coast to coast when broad 
comedy is “on the boards.” 


Week after week, through the pages of Puck-The Comic Weekly, “Snuffy” rolls 
into 6,500,000 homes in the country’s richest and most concentrated markets with a 
carload of comedy to panic the whole family. Samples of “Snuffy’s” picturesque speech 
have become bywords in cities and towns across the country. Remember “feather- 


merchant” and “yard-bird”? “Snuffy’s” 20,000,000 fans who read The Comic Weekly 


remember them. 


The Only National Comic Weekiy 


The drama of life is reflected in the laughs, loves, thrills and tears of the all-star 
cast of the only national comic weekly. Distributed through 15 great Sunday news- 
papers, The Comic Weekly is an entertainment must for the whole family, for among 
its features are the humor of “Jiggs and Maggie.” “The Little King,” “Donald Duck,” 
“The Katzenjammer Kids,” and “Tippie”; the romantic episodes of “Tillie the Toiler” 
and “Blondie”; the adventures of “Flash Gordon,” “Prince Valiant,” “The Phantora,” 
and “The Lone Ranger”; and the mishaps of “Little Annie Rooney.” 

If a manufacturer has a good product to sell, here’s how more sales tan be made 

. te “the millions”... in the more than 6,500,000 homes from coast to coast where 
Puck-The Comic Weekly is read. It is the same successful selling formula which for 
more than 15 years has been used by leading companies. When advertisements are 
placed next to the life and color of these famous comics, they get the same kind of 
close, attentive readership. 

The Comic Weekly stars are available to go to work as a sales force for com- 
panies who associate their advertising with the tremendous entertainment power of 


Puck-The Comic Weekly. 


THE COMIC WEEKLY 


... FOR LAUGHS, LOVES, THRILLS AND TEARS 


959 EIGHTH AVENUE, NEW YORK 19, N. ¥. * HEARST BLDG., CHICAGO 6, ILL. 


— __y= 


Copt. 1946, King Festures Symbeate, tac, World aghts ecsesved. 


WHY YOUR ADS DO BETTER 
IN THE COMIC WEEKLY! 


More Readers at Less Cost 


Puck delivers 572 adult readers for each 
dollar invested. Its tremendous “youth 
readership” is plus value. These 572 
readers compare with 251 adult readers 
delivered for each dollar invested in 
half page or larger space by 3 leading 
national weeklies. These figures are 
based on studies by the Dr. Daniel 
Starch organization. 


“Preferred” Position 
for Every Ad 


The number of ads in each issue is 
limited . . . only one to a page. Thus 
every ad is spotlighted and gets undi- 
vided attention from Puck’s more than 
6,500,000 families. 


GO% Key Market Coverage 


Puck alone, through its tremendous cir- 
culation, provides up to 90% coverage 
in 606 cities of more than 10,000 popu- 
lation. In: these cities more than 60% 
of all Key City retail business is done. 


Puck's Story Is Its Best 
Salesman 


For those executives who are planning 
major national advertising campaigns, 
the staff of Puck-The Comic Weekly 
has analyzed the expanded post war 
markets, new competition, the field of 
comics and the productive power of this 
publication. To arrange for the presen- 
tation of these up-to-the-minute sales 
facts write to Puck -The Comic Weekly. 
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In Two Sections — Section Two 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932, at the post office at Chicago, IIll., under the act of March 3, 1879. Copyright, 1946, by Advertising Publications, Inc. 


NEW YORK 


330 WEST 
FORTY- 
SECOND ST. 
BR. 9-6432 


Vol. ik A No. 6 


February 11, 1946 


10 Cents a Copy, $2 a Year 


Come on Again, 
You Armchair 
COPY EXPERTS! 


ICS Adman Issues 
Annual Clarion Call 
to AA's Readers 


Chicago, Feb. 7—This is the an- 


nual clarion call to ADVERTISING | 
Ace’s armchair copy brigade to 
match wits with the experts—to 


pick the 12 best ads of the year from 


the standpoint of International Cor- | 


respondence Schools. 


This is the third successive year 
n Which Paul V. Barrett, director 
of the advertising and prospect 
service of International, has co- 


perated with AA to provide readers 


with a chance to exercise their wits | 
as judges of | 
copy that pulls. On page 10 of this} 


for Sales Begun 


productions of the 12 best ICS ads | 


and prove their skill 


section you will find large-scale re- 


of 1945—with a COUPON, ready to 
© filled out. 

Study the 12 ads shown on page | 
10. Then get out your pencil and | 
fill in the blank spaces in the cou- | 
pon at the bottom of the page. The | 
“A,” “B,” “C,” ete., under the | 
ads are merely so you can identify 
your choices; they have nothing to 
lo with the relative standing of the 


ids 


letters 


Rewards for 100! 


Mr. Barrett 
Correspondence 


and International | 
Schools will, as} 
usual, reward the best pickers od 
giving copies of the famous ICS | 
hook of “Useful Business Tables” or 
“Useful Shop Tables” to the 100 ad- 
men who come closest to ranking the 
iis in their correct order. 

As old-timers in the contest will 
recognize, the 12 leaders of 1945 in- 
lude several tried-and-true veterans 
Which have appeared in 1944 and 
even 1943 tabulations, proving again | 
that onee a mail order advertiser | 
sets hold of an ad that pulls 
brother, he’s got an ad! 

Just to confuse the issue slightly, 
’. Barrett has weighted his choices 
this year, taking into account such 
hings as position, time of appear- 
hee, frequency of insertion, type of 
edia used, ete. Of course you don't 
Know these things, and therefore 

ability to judge the ads will 
hrown off somewhat, but don’t 
it worry you. Fill out the cou- 


pon on page 10 and send it back to 
\D\ERTISING AGE. We'll publish the 

ct standings in our issue of 
rel. 25, so only entries postmarked 


re Feb. 25 will be counted. 
iis year, for the first time, we'll 


ide a bit of help to the con- 
ints by revealing the standing 


ie of the ads. Ad G gets twelfth 

and we're not sure it really 
ngs there, so we're telling you 
answer. Mr. Barrett explains 
he has included it in his “All- 
rican 12” because, while it car- 
no coupon and was published as 
blie relations ad, it pulled hun 
s of letters from prospects and 
rs “who were impressed by its 
not only from the war 

but also from the standpoint 
he then-current seller.” 
out your pencils, experts, 
Start working on page 10. 


iness, 


best 


get 


| 500,000 
| greatly 


WHERE IT GOES--One of the shots from the Jam Handy film for U. S. Steel 
which visualizes how company income is spent. The film supplements the an- 
nual report to stockholders and employes. 


Stepped-up Drive 


by White Motor 


Truck Manufacturer 
Expands Production, 
Advertising Effort 

Feb. An 


Cleveland, 6- 


| expansion policy, Keyed to enlarged 


manufacturing and distribution fa- 


cilities in the United States and | 
foreign markets, will keynote 1946 | 
sales and advertising efforts of | 


White Motor Company. 


White’s 1946 promotion is keyed | 


to a production quota which will 
virtually double the output of pre- 
war years in both the truck and the 
bus field. At present the company 
has a tremendous backlog of orders 
for new White Super Power trucks 
and a $14,000,000 backlog in bus 
orders, with the demand 
to continue full pace. 

To take care of future demands, 
the company is building a new &2,- 
bus plant here, and will 
expand the truck-building 
capacity of its main plant. In ad- 
dition, a $1,000,000 manufacturing 
plant is going up in Montreal to 


supply the growing Canadian mar- | 


ket, which has hitherto been served 
from a smaller Montreal plant. 
White likewise expanding its 
sales and service facilities through- 
out the United States, in Canada, 
and in various foreign countries. 
The move to increase White 
and service outlets in this 
started prior to the war, and 
outstanding service facilities have 
been strongly promoted an aid 
to both wartime and peacetime ef- 


is 


sales 


the 


as 


forts. Now boasting complete ac 
cessory stores as well as fully 


equipped shops and salesrooms, the 
outlets are being presented in a 
“full service under root” 
campaign, 

The = pretentious 
Company advertising program for 
1946 is larger than that of 145, 
and for the first time since the all 


one 


White Motor 


out war effort will bring product 
copy back into the picture. 


The general advertising campaign 
will continue to make of the 


ise 


(Continued on Page 6) 


aggressive | 


‘tral 


| the film shows U. 8. 


expected | 


country | 


Films Tell Story 


to Stockholders 
and Sales Force 


New York, 
ments in the 


Feb, 6- 


use of sound 


Handy Organization for U. 8. Steel 
Corporation and for American Cen- 
Manufacturing Corporation, 
Connersville, Ind. 

The U. S. Steel film, titled 
hind the Annual Report.” is a sup- 
plement to the company’s annual re- 
port and financial statement to 
stockholders and employes, 
designed for showings to 
groups in the company offices 
plants. 


Liven with Animated Shots 
Running 18 minutes 


both 
and 


screen 


tivities 
a section 
History 

ture.” Interspersed with facts and 
figures are animated shots showing, 
for example, the income dollar dis- 
bursement. as well as company ac- 


and products, followed 
called “Recent 


by 
Financial 


tivities as they relate to the factual | 


material. 

The film for American Central uses 
the unique technique of photograph- 
ing how a television 
the air with the company’s own pro- 
motion telecast, “The Queen was in 
the Kitchen,” for the subject. 


show goes 


Show Company Products 
“Tell it with Television,” the 
Jam Handy picture is called, gives 
American Central's and mer- 
chandising organization a look “be 


as 


sales 


hind the seenes” of a television 
show, which, in turn, shows the 
company’s products steel sinks, 


kitchens, disposal units. dishwash 
etc. The filmed in the 
DuMont studios. is part of the com 
pany’s training program for men in 
85 distributorships coast-to-coast to 
tell them how to plan, sell and in 
stall the units. 

The television subject has proved 
so successful that American Central 
has made arrangements show it 
before special interested 


telecast, 


ers, 


to 


groups, 


such as dealers in the furniture, 
household and kitchen equipment 
field. 


| the 


| suffered 


Two develop- 
motion | 
| pictures in postwar promotion have 
| been produced recently by the Jam 


| the wheel 


“Be- | 
iz Be 


and is} 


time, | 
Steel's war ac- | 


and a promise for the fu- | 
| combined 


Year-End Campaign 

Cuts Accidents in 

‘Worst Traffic’ City 
By ROY KELLOGG 


Los Angeles, Feb. 5—‘We're 
ing to kill 240 people this month 


g0- 


| unless something is done—-and done 


at once!” 


The speaker was Col, F. C. Lynch, 


| grizzled, cigar chewing manager of 


the Greater Los Angeles Safety 
Council. Just back from the war he 
was facing a home front enemy 
three times as dangerous as the 
Japs or Nazis—the traffic problem 
in Los Angeles. 

Between Pearl Harbor and V-J 


Day, 3,394,000 Americans had been 
killed or injured on the streets of 
United States. This was 
times many casualties 
by the combined armed 
and not fighting men 
and ready for trouble- 


as as were 


forces — 
equipped 


| but men, women, and children struck 


down on their own home streets. 
Traftie Record Horrible 

Los Angeles, the city with the 

most autos per capita, a_ vast, 


sprawling metropolis which lived by 
-was in danger of dying 
same wheel. Life ran a 
graphic article showing that Los 
Angeles led the nation in traffic 
deaths and injuries. Deputy Chief 
Caldwell, commanding the 
overworked and 


by that 


Los Angeles up 28% over its pre- 
vious year’s record of traffic deaths 
and injuries. Almost 1,000 Angelenos 
had died in their own county up to 
the beginning of December. 

And Christmas was coming up. 
The first Christmas since the release 
of gasoline rationing. The time of 
year when the general holiday spirit 
with wet streets and 
crowded thoroughfares run the 
death and injury total up to astro- 
nomical proportions. 


Asks Ad Club Help 


The colonel chewed his cigar a bit 
harder as he talked on the phone to 
Ed Mills, president of the Los An- 
geles Advertising Club. “What can 
your group do to help make Ange- 
lenos realize that if this death toll 
continues it won't safe our 
streets?" 

Mills said the Ad Club would con 
duct a promotional campaign. He 
called John Christie, advertising 
manager of the Citizens National 
sank of Los Angeles and chairman 
of the ad club victory committee. 
Christie called Bob Hixson, presi 
dent of Hlixson-O’Donnell Advertis- 
ing. and said, “Bob, you’re chairman 
of the traffic task 
What are you going to do?’ 
called in his art director, Kai Jor 
genson. his publicity director, Jim 
Bishop, his radio director, gangling 
Mike Davenport. They went to work. 

24 Hours for a Package 

In a late meeting filled with ciga 
they 
Twenty-four hours 
Lynch had given Mills the 


to 


be 


on 


committee 


Hixson 


fi ree 


ret smoke and plans mapped 


out a program 


after Col 


| “Richfield Reporter” ; 
|used in space given by the L. A. 


three | 


|line. A 
undermanned traf- | 
fic bureau of the police department, 
bared the grim figures that showed | 
of the Daily News, kept daily totals 


Los Angeles Adclub Team 
Gives Death a Holiday 


ball, they ran it back in a complete, 


wrapped-for-delivery package. 


Mayor Fletcher Bowron, from his 


| white towered city hall, proclaimed 


“Holiday Safety Season.” The police 


| chief accepted the pledge of the ad 
|club to push along the campaign. A 
| slogan, “Don’t Let Death Take Your 


Holiday—Drive Safely—-Walk Safe- 
ly” was adopted. The slogan was tied 
into radio spots which were cut on 
time donated to the cause by the 
on ear cards 


Transit Lines, the Yellow Cab Com- 
pany, and Pacific Electric ; on menu 
cards obtained from the Southern 
California Restaurant Association ; 
on newspaper inserts given by the 


| Downtown Businessmen’s Associa- 
| tion, 


Blimp Helps Drive 

A 300-foot Navy blimp 
tained from the Santa Ana air base 
by permission of the chief of naval 
operations in Washington, D, C., and 


was ob- 


it cruised over the metropolitan Los 


Angeles area for five hours with po- 


| lice, safety council, and ad club ex- 


safety mes- 
system. 
ap- 


ecutives broadcasting 
sages over a bellowing p. 3. 
Glaring red sidewalk signs 


| peared on downtown corners, acci- 
| 

| dent photos caught the eyes of pedes- 
|trians. Safety was hitting Angelenos 


from all angles. 
Newspapers Do Part 


fell 
stream 


solidly in 
of edito- 
rials, editorial cartoons, feature 
stories, columnist comment hit the 
public. Lee Payne, managing editor 


The newspapers 


constant 


of the traffic casualties and traffic 
violations in boldface type and boxes 
in a prominent spot in his paper. 
Jim Richardson, city editor of the 
Kaeaminer, splashed “Don't Let 
Death Take Your Holiday” in inch- 


‘Lassie’ Pulls 
175,000 Replies 
in Magazine Ads 


New York, Feb. 6.—Metro-Gold- 
wyn-Mayer’ Pictures Corporation 
and Donahue & Coe, its agency, are 
still counting the deluge of replies 
to M-G-M’s magazine ad offer of an 
Sx10” lithograph “Lassie,” star 
of the motion picture, “Son of Las- 
sie.” for 15 cents. Latest figures total 
175,496 replies and cash receipts of 
$26,524.40. 


The painting, 


of 


done from life by 
Paul was offered only 
through a small box in magazine ads 
promoting the picture, with neither 


sransom, 


newspaper copy nor radio spot an- 
nouncements mentioning it 
Replies came from every state in 


the Union: also Mexico, Canada, 
Newfoundland, Brazil, New Zealand, 


Egypt, Turkey, Southern Rhodesia 


Jamaica, as well as from G.I.’s in 
France, Germany, Italy, the Philip- 
pines and China 

Prize items, the agency reports, 
were four coupons issued by the U.S 
Government Printing Office, worth 
five cents each in exchange for pub 
lic documents 
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high type across the front page of 
his publication. Bud Lewis at the 
Times kept accident photos on the 
front pages all during the campaign. 
The Evening Herald-Express kept 
the daily totals in boxes and fea- 
tured shots of accidents. Quotes 
from the police chief, the mayor, the 
auto club, the Safety Council and 
the National Safety Council ap- 
peared every day. The campaign was 
under way. 

Col. Lynch kept a chart on the 
wall of his office. It had a red line 
going up an alarming angle from 
one corner to the other. This was 
the projected death toll for Decem- 
ber plotted at the beginning of the 
month. Then there was another line 
—a black one—which was the day- 
by-day total of deaths. The colonel 
had made his call to Mills on the 
third of December. The campaign 
had gotten well under way, after a 
short delay for printing, organiza- 
tion, etc., by the sixth. 


Chart Does a Nosedive 


For three days the black and red 
lines climbed together. Then on Dec. 
10 a strange thing happened. The 


black line started curving away 
from the straight red line—the red 
line that meant 250 lives lost. The 
black line developed an increasing 
antipathy for its crimson counter- 
part and finally dashed away at al- 
most right angles. 

And then the most fantastic thing 
in the annals of Los Angeles traffic 
history happened. New Year’s Eve 
came—the twelve hours or so when 
harassed police and the county cor- 
oner worked overtime taking care 
of the unrivaled death and traffic 
toll. They made their preparations. 
The police issued warnings. The am- 
bulance drivers double checked their 
ears for trouble ahead. The hospitals 


put full staffs on. They waited, 
sweating it out in patrol cars, in 
hospital waiting rooms. 


And nothing happened! 

Not a death on the gayest, most 
crowded New Year’s Eve in history. 
Not a death in 12 hours... 24 hours 
> « 2 oe 


A Long Holiday 

The minutes, 
days ticked by. 
bitten city editor 


hours, and finally 
Hal Berger, hard 
of the Herald, 


pushed back his green visor and 
said, “‘Never in my twenty years of 
newspaper experience have I seen a 
campaign work like this.” The colo- 
nel and Deputy Chief Caldwell were 
happy, but still a bit unbelieving— 
like a child who has been given an 
unexpected box of candy but is sure 


it’s going to be taken back any 
minute. 
Death was taking a holiday—and 


a few working days to boot. 

Then, finally, in the 189th hour of 
life, the candy was taken back. A 
drunk, with a half empty quart of 
liquor in his hand, dashed unsteadi- 
ly from the curb for a street car. A 
bus hit him, ending the drunk and 
the longest safety period in the his- 
tory of the city with the nation’s 
worst traffic record. 


Now It’s Permanent 


All over the country some 300 
persons had died on the highways 
over New Year’s Eve. But Los Ange- 
les, the worst offender of all up to 
that time, hadn’t had a single death. 

And the colonel sat in his office 
and regretfully jogged his black line 
upwards ‘again. And the police de- 


partment and the Los Angeles Ad- 
vertising Club sat down with him 
and laid plans for a year-round safe- 
ty campaign that will extend the hol- 
iday that death took over the entire 
twelve months of 1946. 


Hot Foot Ads Upped 


American Chemical Company, 
Birmingham, Ala., through its new- 
ly-appointed agency, Neal & Battle, 
Atlanta, Ga., has increased its ad- 
vertising for the Hot Foot line of 
insecticides. Six of the 15 Hot Foot 
items will contain DDT. Advertise- 
ments will appear in newspapers in 
the South, North and West. Three- 
inch, one-column ads will appear 
frequently, with larger ads used to 
highlight territory and distribution 
campaigns. 


Start Jobs Service 

The Advertising Club of St. Louis, 
in cooperation with the Junior Ad- 
vertising Club of St. Louis, has or- 
ganized a veteran’s job placement 
committee to help veterans find em- 
ployment in the advertising busi- 
ness, 


The old-fashioned gospel favorites have a perennial 


appeal, and Phil Sheridan sings them particularly well. Long 


experience in church-singing, and before the microphone, has given him a deep 


insight into the hymns people prefer, and the way they like them sung. 


Sympathetic accompaniment for “Your Morning Hymn” is provided by 


Clarence Fuhrman, KYW’s Musical Director, at the piano, and a string 


quartet. The result is particularly pleasing. . a public service quarter-hour 


firmly established in the affections of a substantial segment of KYW’s listeners. 


“Y our Morning Hymn,” with Phil Sheridan, fills a definite 


need in an area where religious programs are especially well received. 


KDKA °* 


Appropriate sponsorship should yield worthwhile 


results. . 1S decidedly inexpensive . . 


and can 


be arranged now with NBC Spot Sales. 


WBZ * WBZA 


WESTINGHOUSE RADIO STATIONS Inc 


wowo * 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 


KEX * KYW 


e KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


Advertising Age, February 11, 191 


Under-1,000 Towns 
Total 4,500,000 
Families: ‘Grit’ 


Presents First Data 
on Population in 
Small Communities 


Williamsport, Pa., Feb. 6—Gri 
Publishing Company, for Grit, week. 
ly family newspaper, has prepared 
a study of government census fig. 
ures to show more exact figures 0) 
the number of families in towns of 
under 2,500 population than pre 
viously shown by Bureau of the 
Census studies. 

A footnote in the plastic-bound 
booklet, “The Story of the Big Siy 
Markets,” prepared for Grit by its 
agency, Lawrence I. Everling Ad. 
vertising, Philadelphia, states that 
“a ehief in the Department of Com. 
merce” assured the agency of the 
correctness of its study and added 
“This is the first time this hag 
worked out—we are happy to get the 
results as we had intended to work 
it out ourselves.” 

Census studies to date have, th 
study shows, included all unincor. 
porated communities with incor 
rated communities of under 2,5ii 


| population. The most recent show 


| that the number of families in th 
| small-town group is 7,150,631, con 


pared with 3,248,519 in 2,500 
10,000-population communities, 2 
760,914 families in cities of frou 


10,000 to 25 


| 
| 
| 25,000 population, ete. 


Revised Figures Shown 


Using a census report on the pop 
ulation of unincorporated communi 
ties published in 1943, the Grit. stud 
revises the figures to show thi 
many unincorporated towns proper 
ly belong in the groups of larger 
cities, and fewer actually fall in th 
smallest groups of towns. 

The revision shows that 6,322.30) 
families are in towns of 2,500 an 
less, with 1,810,742 of these in town 
of from 2,500 to 1,000 populatio: 
and 4,511,651 in communities of les 
than 1,000 people. The breakdow! 
of the small-town group will result 
according to the study, in over 
coverage of all larger towns “whe! 
you use a large list of the bigges 
urban publications,” but undercover 
age of the towns of 1,000 and less 


Media Coverage Analyzed 


It further states: that Grit’s cir 
culation in this smallest group ¢ 
towns is 384,893 (“66% of its mor 
than 550,000 circulation”), and col 
cludes with a chart showing pe! 
centage of coverage in all size group 
of cities and towns for 24 “large cit 
culating urban publications.” Th 
chart shows that Grit’s coverage il 
towns of under 1,000 population | 
9%; higher than for any public: tio 
listed except The American Weekl 
(13%), Household (11%), Ladies 
Home Journal (9%) and This Wee 
Magazine (12%). 


Grit Publishing will arrange fo! 
showing a presentation based o1 th4 
study to agencies and advert: ser 


Gilbert E. Whiteley, 
tising manager, has 


national a: ver 
announced 


Brunswig Sells Plant 

Brunswig Drug Company, Lo- -! 
| geles, drug and cosmetics who 
er, has sold its Angelus laborat 'r 
to Purepac Corporation, New ) 0! 
maker of Purepac drugs. The *#! 
includes Brunswig’s Velma co: we! 
and “Mr.” men’s _ toile(rie 
which Purepae will continue. B 
wig will confine itself to wholes. |! 
activities. 


sd 


ics 


| Names Ginter V. P. 


C. W. Ginter, associated with 4° 
Equipment Corporation, Bryan. ' 
since its formation 16 years ‘4 
|}has been named vice-preside! 
|the pneumatic tools and lubrica i0 
equipment manufacturer. 
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“We must also face the fact that 
California will be the demobilization 
point for many men from the Pacific 
war area. Many will want to stay 
here and if industry is temporarily 
curtailed, we must find means to 


take up the slack...” 
Governor Earl Warren—April 1943. 


CaLirorn14’s postwar program of new 
highways, buildings, local improvements, 
and the development of natural resources 
are not wishful paper projects contingent 
on Federal aid or legislative handout, but 
ready plans backed by almost a quarter- 
billion dollars in State surplus. Four years 
ago, the people of California elected to 
pay a 214% sales tax in addition to State 
income, use, franchise,and Federal taxes— 
as unselfish civic insurance for postwar 
progress and enjoyment. 

So the ex-serviceman who elects to try 
his luck in this State has a possible job and 
interim income while he finds roots. And 
hundreds of thousands of men out of 
service will elect to find footholdsand bring 
families here. 

New population, new building, new 
industries, plentiful raw materials and 
transportation, cheap power, export and 
shipping offer expanded markets... all 
exceptional opportunities for the future. 


And much of the future of this State 


lies with San Francisco. Here the business 
scene is set, the system established, finance 
and distribution centered. San Francisco 
has all the potentials of better business, 
and The Chronicle to help you get it! 


For The Chronicle, to use a much 
abused term, is an institution... a part of 
the picture here; eighty years old, well 
integrated in time, in the thinking and 
interests of its city, in the whole West. 

Native owned, strong enough to be 
independent... The Chronicle has never 
lacked public favor, or feared disfavor. Its 
influence is perhaps most evident in its 
capacity to make some people mad. Items 
unnoticed in other papers often occasion 
teacup tempests on appearing in this paper 
—because enough people attribute enough 
importance to anything in The Chronicle. 

Its business pages have status enough 
to earn the lead in financial and security 
advertising. Its status with women here 
makes it the department store’s major 
medium. The forty best retailers here use 
The Chronicle—and half of the forty give 
it the largest share of their linage. Its 
consistent lead in general linage indicates 
its status with national advertisers. 

The kind of people who read The 
Chronicle—and the kind of confidence 
they have in it—make it a major medium 
in a market that today deserves the major 
consideration of any general advertiser. 


San Francisco Chronicle 


SAWYER, FERGUSON, WALKER Co., National Representatives, 


New York, Chicago, Detroit, Atlanta, San Francisco 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


SPEARHEAD~> 


Don't Be Satisfied with Ordinary 
DISPLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 


Wasteful 


| 


" 


We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” 
tional advertising. 


the force of na- 


IN THE DEPARTMENT 


Also Complete Services for Every Other Point of 
Sale Activity 


s ... 420 Pictures. . an Exhibit of Performance 
@ copy of it Today on your business letterhead 


36 Pi 
Write 


America's Largest Organization Specializing 
in Merchandise Presentation 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 N. JUSTINE STREET « CHICAGO 7, ILL. 


| grills; 


| laid out 


Buffalo Store 


Plans Huge New 
‘Selling Unit 


Buffalo, 


and construction program 
erection of a 12- 
story new building for the depart- 


ment store. 


The highly modern building will 
| bring Adam’s selling and service 


area to about 600,000 square feet 
and will incorporate such spectacu- 
lar features as a large air beacon 
and helicopter landing space on the 
roof; television facilities: a civic 
center and auditorium with revolv- 
ing stage; a travel bureau and ticket 
agency service; restaurants and 
a men’s lounge, ete. 

All children’s departments will be 
in a circular arrangement 
on a single floor. The store will also 
have a home planning service. Spe- 
cialists “will be available on every- 
thing from architecture to ash cans” 
in the home planning center, 


Feb. 6—J. N. Adam & Co. | 
/here has begun a $3,000,000-plus ex- 
| pansion 
| which will include 


and | 


jeven experts on household budget- 
ing will be available. The Adam 
| Company’s projected thrift store will 
be four times the size of its present 
| basement thrift store. Custom-made 
|shops will be devoted to some na- 
/ tionally known lines. 

For employes, the department 
store will provide game rooms, an 
expanded and modernized hospital 
clinic, a rental library, sound-proof 
rest rooms and restaurants. Many 
new training facilities will be used 
“so that future promotions to execu- 
tive jobs can be made from within 
the organization,” and an adequate 
staff “of psychologists and psycho- 
analysts will work toward person- 
ality development.” 


Up Canadian Rates 

Increased space rates have been 
announced by Poirier, Bessette & 
Cie, Montreal, for La. Revue Popu- 
laire and Le Samedi, effective in 
January, 1947. For each magazine, 
the one-time black-and-white page 
rate will be $350, based on 65,000 
| circulation, 5,000 more than the 
present guarantees. 


> 
K-COMPOSITI 


PAPER- COR 


SERVICE 
ON-FELT-FOIL 


When confronted with converting problems, turn them over to Pierce and get 
them done... ON TIME! Years of experience, plus accelerated War Production, 
has given us the “Know-How” and trained personnel to expedite all jobs..: 
efficiently and accurately. A modern factory with up to date machinery, includes 
equipment not found in the average plant. For superior work, priced right... 


contact PIERCE. 


COMPLETE MOUNTING AND 
FINISHING SERVICE 


Sheet sizes to 77”x 44" on well-seasoned mounting board. 


Die Cutting — Steel rule die cutting, sizes up to 66"x 46" 
by Rotary, Platen and Punch Press or Hollow Die Methods. 
Paper, board, cork, composition, felt or foil. 


Easels — manufactured and attached. 
Eyeletting — wide variety of styles and sizes. 


Strip Gumming + Laminating - Gathering 
Stitching + Perforating - Punching - Assembling 


NOTE: We are not printers or lithographers. 
PAPER SHEETING, SLITTING, REWINDING 


ENVELOPES — complete facilities for the manufacture of 


commercial, catalog and special envelopes for any purpose. 


ADVERTISING DISPLAYS « TOYS 
GAME BOARDS e NOVELTIES 


Consult us for efficient, accurate production of any item in 
paper, board, cork, composition, felt or foil. 


COMPLETE PREMIUM CONTRACTS 


Your premium production and 


distribution handled in its 


entirety, including mounting, finishing, die cutting, assem- 
bling, inserting and shipping to customer or dealer. Central 
U. S. shipping point saves time and money. 


PAPER TUBES— spiral wound paper tubes, made in any 


quantity, any size. Wall thickness up to 12-ply. 


Large inventory of Paper and Board stock insures prompt 


production on your jobs. 
a 


SPECIAL MACHINES — designed for unusual converting 


operations. Submit details for estimate without obligations. 


FAST DELIVERY—CONFIDENTIAL SERVICE! 
WRITE FOR QUOTATIONS TODAY— NO OBLIGATION. 


=>/=LE/LGES PAPER PRODUCTS COMPANY 


2700 AUBURN STREET 


ROCKFORD, ILLINOIS 


SUBSIDIARIES 


Charles H. Luck Envelope Company, Chicago. 


Capital 


Envelope Company, St. Paul. 


fluence 
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Agencies Are Poor 
Public Relations 


Source, Book Says 


PR and Advertising 
Functions Called 
Totally Different 


Chicago, Feb. 5—‘Fundament,) 
and irreconcilable differences’ jy 
techniques, attitudes and aims jr 
vent advertising agencies from rep. 
dering effective public relations 
service, according to Theodore } 
Sills, veteran Chicago public rela 
tions counsel, and Philip Lesly, di. 
rector of public relations of the mag 


azine division of Ziff-Davis Pu) 
| lishing Company. The two are «% 


authors of “Public Relations Princ 
ples and Procedures,” just publishe/ 
by Richard D. Irwin, Inc., Chicag 
($3.75) 

According to the authors agen, 
publicity and public relations ¢ 
partments tend to: 

1. Lack complete independence » 
thought or responsibility. 

Accept a subservient positio 
to advertising instead of a para 
mount position “with all the worl 
as their medium. 

3. Use the influence of advertising 
expenditures as a “wedge” to carry 
press releases into print. 


Powerful but Expensive 


Messrs. Sills and Lesly admit that 
advertising “has a tremendous i 
on public opinion,” and gi 
it credit as a powerful medium f 
“rifle” technique in telling a speci! 
message to a specific audience. 

However, using Gallup and Clark 
comparisons of editorial and adv 


| tising readership as their guide, thi 


|come to the conclusion that 


}and seldom 


Menai 
for word, other mediums of conv: 
ing information have more influen: 
on opinion than advertising. 
“The ad is offered and accepte 
as the biased, bought and admitted 


ly soliciting message of someo! 
having something to sell,” the) 
claim. 


“Tt is accepted with reservations 
avoids the audience’ 


conscious awareness that it is ‘lx 


|ing sold.’” 


A number of outstanding insti! 
tional advertising campaigns are 1 
viewed with the comment that th 
paid space has been “an expensiv 
and partial attack on the probe! 

. just one of the instruments | 
sound public relations programs 


Aid to Sales 


Illustrated with 12 photograpls 
that have been exceptionally 
tive in swaying public opiniol 
“Public Relations Principles ani 
Procedures” one of the mos 
comprehensive and practical studies 


eile 


is 


|of the field yet published. 


|drawn from 


‘ly 


| costs. 


the 
al 


Particularly valuable’ are 
scores of case histories told in 
rative illustration of the princi))l« 
About 90% of these have | ce! 
Mr. Sills’ 16 year 
practice in Chicago and more re 
in New York. 


‘Grocer’ Rates Up 

Canadian Grocer, Toronto, 
increase its advertising rates, 
fective January, 1947, because o 
18%. circulation increase and 
creased editorial and _ publis 
The new basic page ral 
$100. 


Milwaukee Ad Club 
Takes U. of W. Class 


The Milwaukee Advertising ‘ 
is cooperating with the 
of ranizing a < 
in the 


Unive! 
Wisconsin in org 


fundamentals of adverti 


Classes are being given every Tl 
day, beginning Jan. 31, at the 
versity of Wisconsin’s Milwa 


| branch. 
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The Globe-Democrat’s 
continuous survey 
retail grocer sales | « 


as made St. Louis ¢ 


America’s 


Here are the 27 food classifications in 
the Globe-Democrat’s Grocery Audit 


Package Laundry Soap 
Bar Laundry Soap 
Cake Flour 
Dehydrated Soup 
Chili Con Carne 
Cleansers 
Water Softeners 
Bleaches 
All Purpose Flour 
Pancake Flour 
Prepared Flour Mixes 
Toilet Soap 
Coffee 
Instant Coffee 
Dry Dog Food 
Ready-to-Eat Cereals 
Hot Cereals 
Shortening 
Butter — Lard 
Evaporated Milk 
Peanut Butter 
Baby Food 
Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 
Desserts 


Spiced Luncheon Meat 


Margarine 


test market 


How important is a product’s price? 
What's in a name? 
What happens when a package is improved? 


How soon does increased advertising influence sales? 


- Day after day, for more than four years, the food sales 
research department of the St. Louis Globe-Democrat 
has answered these questions, and many more, for manu- 
facturers of 27 grocery store lines (more than 450 products 


are charted). 


Not by guess and by gosh, but by planned, careful audits of 
food merchandise bought, displayed, and sold by St. Louis 
grocers. Of the $96,223,000 annual gross volume in the 
St. Louis metropolitan area, more than $4 million is ac- 


counted for in the Globe-Democrat’s sampling stores. 


Whether your product is a well-known bar soap, or you are 
introducing an instant coffee, the Globe-Democrat’s Grocery 
Store Audits are important to you. You get an immediate 
picture of your sales position and that of your competitor in 


this major midwest market. 


For some of America’s most factual figures on packaging, price, 
merchandising, competitors’ sales, and advertising results, write 


today to the St. Louis Globe-Democrat, Dept. 100, St. Louis, Mo. 


Only the Globe-Democrat claims 


49th State, which includes 87 


q ae té cover successfully the rich 
Ooms a Paley Cf and important market of the 


counties in Eastern Missouri and 
Southern Illinois. 
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If you want a profes- 
sional “Word of Mouth” 
Factor behind your 
product, you go through 
the medium to which 
this W/M Factor is all- 
important — R.N., A 


Journal for Nurses. 


Even circulation of R.N. 
is by “Word of Mouth.” 
One nurse tells another. 
She then registers with 
R.N. At the end of two 
years she must repeat 
this process if she con- 


tinues to receive R.N. 


Manutacturers and dis- 
the 


R.N. 


tributors relish 
W/M 


When 


Factor of 

patients or 
friends ask “which is 
best?’ the nurse 1s often 
guided by advertising 


in RLN. 


Will you benefit from 
this professional, au- 


thoritative W/M Factor? 


Better investigate R.N., 
the 100,000-consumer 
medium with the plus 
value of professional 


recommendation. 


RUTHERFORD, NEW JERSEY | 


Stepped-up Drive 


for Sales Begun 
by White Motor 


(Continued from Page 1) 


two-way art and copy ads used in 
1945. These ads portray the efforts 
of chosen industries, paying tribute 
to the accomplishments in those 
fields. A second section of the art- 
work and the copy focusses atten- 
tion on the part played by modern 
White Super Power trucks in the 
particular industries described. 

Media for this general campaign 
are: Atlantic Monthly, Business 
Week, Fortune, Newsweek, The Sat- 
urday Hvening Post and Time. 

As fast as new model White 
trucks become available to the vari- 
ous trades, trade paper advertising 
will be resumed in those fields. As 
an example of what it intends to 
do, tradewise, White has already 
resumed product advertising, start- 
ing with the petroleum field and 


using National Petroleum News to 
spearhead the drive. 
The company will continue to use 


| publications in the automotive in- 


dustry itself, as well as in automo- 


| tive association papers. In most of 


these, four-color covers will be uti- 
lized. 

Bus advertising will be used in 
transportation, utility, and general 
publications, in line with the grow- 
ing use of passenger coaches and 
school busses. An increased number 
of models, plus many new features, 
will be brought out in the art and 
copy. 

Increase Export Copy 

The company will likewise step 
up its advertising in the export 
field. Among other things, it will 
back up the expansion move in Can- 
ada where the new and larger man- 
ufacturing plant is being built. 

As usual, White will back up its 
branches, distributors, and dealers 
with signs, displays, films, and deal- 
er helps of all kinds. According to 


George H. Scragg, director of adver- | per’s 


turn to peacetime conditions offers 
new and greater opportunities to be 
of service in the growing field of 
motor transportation. 
D’Arcy Advertising 
Cleveland, is the agency. 


Company, 


Trio-ette Compact 
Starts Magazine, 
Newspaper Series 


Detroit, Feb. 5.— Trio-ette, a 
triple compact combining powder, 
rouge and lipstick in one case, has 
been designed by the House of Plate 
and will be introduced to the public 
in magazine and newspaper space 
via Norman D. Waters & Associates, 
New York. 

One-column, two-column, and full- 
page insertions featuring Trio-ette 
as a makeup timesaver, offsetting 
“makeup fatigue” and “bag fum- 
bling,”. will appear in Charm, Har- 
Bazaar, House 


Beautiful, | 
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Woman and Vogue. Rotogravure :(s 
will be used in 22 newspapers 
throughout the country. Businos 
papers will also be employed. 

The compact, retailing at $) 59 
plus federal tax, is molded in te) jf, 
and contains a rose cameo on {hy 
cover. A powder-sifter and puff ay, 
concealed in one side, rouge and uf 
on the other, and a color-matclhied 
lipstick in the handle. Mirrors hay, 
been included for each makeup a¢ 
cessory in the compact, which itxelf 
is a miniature hand mirror. The com. 
pact comes in ebony, ivory and mock 
tortoise, and cosmetic refills are 
available from the House of Plaie., 


Names Felton President 

The American Railway Car Insti 
tute, Chicago, has named Samue!| 
M. Felton its first “fulltime” presi 
dent. The nationwide organizatioy 
includes the leading builders of pas 
senger and freight cars. Mr. Felton 
was associated with Edward G 
Budd Mfg. Company as_ genera! 
sales manager in its Philadelphiy 


tising and sales promotion, the re-| House & Garden, Seventeen, Today's | oftice. 
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AUTOMOTIVE 
MERCHANDISING 


PETROLEUM 
MARKETING 


the First and Only 
uh -wey automotive Dy 
Mm 


AUTOMOTIVE 
SHOP 


JOBBER— 
DISTRIBUTOR 


West 


In October, manufacturers and marketers of products for use or resale 
in the automotive field were offered for the first time—western contact 
with western prospects and customers—across the board. 

WESTERN AUTOMOTIVE SERVICE, published since 1923 as 
Service Station News, now in its expanded form, reaches the four active 
divisions of the field: (1) the car dealer, (2) the service station, (3) the 
automotive shop and (4) the jobber- distributor. 

Accelerating circulation increases attest to the field’s enthusiastic 
response. You'll want to put WESTERN AUTOMOTIVE SERVICE, 
first in the west, in your 1946 schedules. 


WESTERN AUTOMOTIVE SERVICE is the 
West's only ABC automotive magazine 


121 SECOND 


SAN FRANCISCO 5, 


STREET 
CALIFORNIA 


LOS ANGELES 
PORTLAND 


SEATTLE 
DENVER 
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<1 Never Underestimate the Power of a Woman! 


t $5.50 _—swaw eee OT SE Ww wT OB Mw DOE Swe we ee Se eee 


Nor the power of the magazine 
which has the largest 
audited circulation of ANY magazine, 
given it exclusively by women 


LADIES HOME LOURNAL 


THE MAGAZINE WOMEN GELIEVE IN 
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Stanley Analyzes 
Latin American 
Export Problem 


New York, Feb. 5.—To clear up 
real and imaginary difficulties faced 
by American business men who seek 
to develop trade with Latin Ameri- 
ean nations, Dun & Bradstreet, Inc., 
has published the 154-page book, | 
“Approach to Latin American Mar- | 
kets,” by Alexander O. Stanley, the | 
company’s manager of foreign sales | 
and research. 

The book contains elaborate charts 
and detailed breakdowns on a wide 
range of subjects, including statis- | 
tics on motion picture theaters, radio | 
sets in use, educational facilities, 
newspaper and magazine circulation, 
airports, collections and losses in 
various industries, percentage of dis- 
counts offered to agents and dis- 
tributors, ete., for each Central and 


Jovial ex-serviceman, Al Poska, is 
back among the air voices on KFI 
with the latest program addition. 
His new hour-long show is known 
as the “MIDNIGHT FLYER? and 
it does just that every night except 
Sunday at the stroke of twelve. Be- 
tween a limitless variety of popu- 
lar platters, Al gives out with that 
same brand of humor which put 
over “The Musical Clock’ “Poor 
Poska’s Almanac” and “The Un- 
classic Hour” prior to the war. 
Because the show is just one week 
old at this writing, we don’t have 
a mail count to report. However, 
give Al and his “MIDNIGHT 
FLYER” a couple of months and 
the results will probably stagger 
you. When that happy incident 
comes about (and it’s more than 
a probability), you will be doing 
yourself a favor to call KFI Sales 
Department or Edward Petry for 
the costs and such connected with 
the program. 


THE UNSUNG HEROES 


Occupying the end office in the 
KFI building are two little ladies 
who deserve a big hand for their 
services. The office we're talking 
about is the Mail Room, and the 
little ladies are Dorothy Natwick 
and Joyce Rainwater. Not only do 
these two receive and deliver the 
heavy volume of mail that comes | 
to KFI, but they have the thank-  ! 
less side job of forwarding, each | 
day, around 500 mis-addressed let- 
ters to persons who have either left __, 
1 KFI or have connections with | 
other stations. 


Se eet ee eee | 


CLEAR CHANNEL 


ie MFT 2x: 
Sbente ©. Gastiong. Ine. 


NBC ter tos ances 


Represented Nationally by Edward Petry and Company, inc 


South American nation and island | 


group. 


In consumer advertising, he urges, 
| “copy should always be rewritten, 

In a highly practical section on ex-| never translated”; commercial 
port advertising, Mr. Stanley writes} work should be done in the U. S.: 


art 


| the English copy to serve as the basis 
| for copy to be added. 

| “We are,” he asserts, “fortunate to 
| have available the services of a com- 


that in both consumer and trade ad-| headlines should never be made part | pact and growing group of advertis- 
I p 
of illustrations, and catalogs should | ing men who, stimulated by their 


vertising “the selection of media is} 
| first in order of importance since all 
| campaigns must be adapted to exist- 


ing facilities.” In Latin America, he 


points out, radio schedules and rates | 
are uncertain; printers’ mechanical 


equipment and type faces are anti- 
quated and inadequate; newspaper 
and magazine column and page sizes 
vary widely, etc. 


omit prices (to be listed separately ). 


Recommends Direct Mail 


In trade advertising, he recom-| port advertising. 


| belief in the future of foreign and 
| particularly Latin American trade, 
| have specialized in the field of ex- 
Their efforts, to- 


mends U. 8. export trade publica-| gether with those of specialists in 
tions and, particularly, use of direct | the field of export credits and sales, 


mail - 


in the latter case urging that | have carried us to the front as the 
illustrated booklets, catalogs and the 
like be sent to Latin America, with 


prime supplier of Latin America. 
Their future effectiveness is only 


| 


Advertising Age, February 11, 1: 44 


limited by the extent to which ‘hp 
American manufacturer makes jsp 
of their talents.’ 


Paints Brighter Picture 


Some fallacious attitudes which 
U. S. business men hold, and which 
constitute stumbling blocks, are (de. 
scribed. Mr. Stanley discredits the 
opinion that “Latin America can }y 
used as a spillway for low grade 
merchandise at standard prices’: 
that the Latin American marke; 
should be sought only when domes. 
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credit risk, and that there “is con- 
siderable exchange difficulty and it 
is hard to get money in payment of 
g ods.” 


In Strong Trading Position 


He points out that Latin America 
has more than $3 billion in reserves 
and will enter the postwar period 
in a strong trading position, adding 
that in the past the U. S. has “sup- 
plied an average of better than 30% 
of the import requirements of our 
southern neighbors.” 

Exporters’ need for basic data on 


media facilities--newspapers, mag:t- 
zines, radio, motion picture theaters 
—and for market information—pop- 
ulation of cities, transportation serv- 
ices, capital in use in manufacturing 


and in commerce, automobiles in use, 


The book deals extensively 


tries in each nation, protection of 
trade marks in each country, pro- 


setting up foreign branches. 


Wisconsin Maps 
Spring Ad Drive 


|coming to Wisconsin for 
will run in Field & Stream, Fur-Fish 
Game, Grade Teacher, 
Traveler, Holiday, National Fishing 


Milwaukee, Feb. 6.—The state of | vide, Outdoors, Outdoor Life, Out- 
ete.—is met in a variety of charts,| Wisconsin has scheduled a spring | 400r8sman. Sports A field, and Travel 


with | advertising campaign to run in mag- 
credit terms, credit risk for indus-|azines and out-of-state newspapers. 
J. H. H. Alexander, superintendent 
of the information and education di- 
tection against loss and damage to) vision, state conservation depart- | fund, 
shipments, and advisability of using | ment, said approximately $35,000) March, Mr. Alexander said. Papers | 
agents or wholesalers rather than) will be spent on publication space. 


| America Guide. 
The state’s schedule for newspa- 
per travel page ads, accounting for 


will be developed before 


will be used in New York and mid- 


Ads stressing the advantages of | western cities. 


--e- TO SELL ANYTHING MEN BUY 


The 3’ MILLION readers of Popular Mechanics shave as often as you do. They also drive 
cars, buy insurance and wear shoes. 


The Popular Mechanics reader is just like other men in his needs, but not in the way his 


mind works. He has a restless, inquisitive, 


exploring mind. He’s always wide open to good 
ideas for better living, always going out of his 


way to find them. 


To this man every advertisement —like every 
fact-filled Popular Mechanics article—is a 
source of useful knowledge. He reads ads delib- 
erately, not by accident. He’ll read your sales 


message, too, and he’ll act faster. 


It pays to put Popular Mechanics on your 


schedule and REACH THE P.M. MIND! 


vacations | 


Highway 


approximately $25,000 of the spring| | 
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—and with > 
more homes 
being started “ 
than ever before : 
in history, ‘s 
there’s no place a 
like Better Homes & 
e> Gardens 

to sell 2.600.000 
families everything 
thal goes 


nto homes. 
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Advertising Age, February 11, 1943 


Can You Pick the Winners Among I. C. S. Advertising Leaders? 


DRAFT ING—soringboara to success! 


M ANY men today are using drafting boards to design a re- 


warding future. © The International Correspon- 
dence Schools Courses in Mechanical or Architec- 
tural Drafting have fitted many hundreds of 
better yobs in this 

AW 1. CS, 


100) busi- 


ambitious men for 
well-paid field ° 
Courses (covering 
ness and technical sub- 
jects! are prepared 
by leading practical 
authorities, constantly 
rev ised to meet new develop- 
Yet the cost of 1 C. S. 
training is surprisingly low ¢ It’s 


Mail this 


tment 


not too late for you to start 


coupon today! 


BOX 6187 
ation. please cont full part 
Ar and c 
Plumbing Courses 
A f 


SCRANTON 9%, PENNA. 


wirr t or 


Courses 


O tedusteial Met athuney 
D Martane who 

Fleet ave 

1 


0 


Cremistry Courses 
Che "i e 


Chectrica! Courses 


Webtne ¢ 
Raiiroad Courses 


Interna! Combustion 
pnes Courses 


+ Ene 
a 


Steam Engineering 
Courses ere 
" 


reoids ate send ‘ mat ¢ . ‘ # swede 
Brak ve ' 1.€.8 31h sacwvs. 6 “or 
A Discount te Discharged Veter ans — special tartron rates tor members of the Armed Forces 


it on record. 
Intere Correspondence Sc hools’ 
1 practical training gos 
recor ul counts in the 
1.C.S. regu 


te ts the progress of its students 
to their emplovers, regularly 
' s ex] 

Apprecia his servi 

A typ emph communk ation 
not 1} c Lc.§ 
report « men filed with thei 
rsonal records, the record 

hich help to det n a 
taker th m ’ 
YOU waet record to show you 
have é tion 
YoU t c to hnow 
that you have prepared yourself 
for larger responsibifits Then 
act now to obtam that tramn 
1.C.5.¢ “es ore than 400 
business and technical suby 


Tlie coupon brings fulf information. 


NTON 9, PENNA. 


© coume belore wh 


BOX 554)-K, SCRA’ 
® P 


Biectrieat Courses FSi Drafts 
ft @ bee 
i « f - 


Radio Courses 


« 
Re reed Courses 
4 * - 


‘ oa 
i soe : 
° 
’ Tesvite Courses < “ 1 Seeman 
“ { ‘ arin 
- — 5 Kavos Weervag sitet \Lanmgement 


vss Aunpewes, Londen, W. ©. 2, Lng 
DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED FORCES 


E 


“ ” * 
Why, he knows all about me! (\) 


4 


w my name. 
he's just stopped by to talk 


S. Course and the bigger 


ry cye 


P on me 


» that 


applying what I learn as 
good news for me even 


j fa 
¢ idea of 


there'll be 


€ wed in my work. But I guess he 
with .C.S.h 


welf or he couldn't have 


about just where I was getting my training.” 
Quite | the boss is an 1. C. S. graduate 
T r i Ww r he is 
is k ty cs 
1.C.S. regularly reports student progress te 
s L s of « t appreciation for 
this s« ¢ are @ reg of our mail. So 
are st 1 gre letters telling us of 
adv 600 a month on average 


Mail the coupon 


There must be a connection 


mation. 


™ pleew sad pe ~ ure belore which T have marked X 
Crereree! Courses one > Tewiilie Peniening 
Grvee . Searee 
} < 
Chenery Coreen . be 
ws Rese Coven 
| i piel amet 
| pag bem ras Capmenng Coens “ 
< ~ < — 
Tere Coreen . ~~ T Meee 
“* wee - + 7 - eel 
| 
ercous To omcmancte THOM RATES FOR MEMBERS OF THE ARMED FORCES 


veTEnans — wrecee 


) ee Cc | ee 


ing, International Correspondence 


a 
: 


Name 


Schools, 


) INTERNATIONAL CORRESPONDENCE SCHOOLS 


(OFFER vou Low-cost SPECIAL 
TRAINING 


FOR SUCCESS IN MODERN 
BUSINESS AND INDUSTRY 


Electrician 
Practn al Telephony 
Telegraph Engineering 


Air Conditioning ond Practica 
Plombing ses 


ving Interne! Combustion 
Engines Courses 


0 Teche iar 


Gas Engines 


a! Courses 


Acronautical Engineering 

Airplane Drafting 

Flight Engineer 

Foundry Work 

eatment of Metals 
r ering 

al Metallurgy 


Pulp and Paper Making 
Civil Engineering. 
Architecture! and 
Mining Courses oo 


Locomotive Engineer 
Locomotive Fireman 
Railroad Section Foreman 


Bookkeeping 
Business Correspondence 


jechamcal Drefting Steen Sogincertag cuit | 
ow! —~ peau Courses Cotlege Preparatory 
1 Boslermaking Commercial 


Reading Shop Blueprints Cost Accousaing 
1 


Combustion Engineering 
Engine Running 

Marine Engineering 
Steam Electric 

Steam Engines 


ax 
+ College 
Foremanship 
French 

Good English 

High School 
Higher Mathematic. 


and Bi 
Lighway Engineer, 
Lumber Dealer 
Reading Structural 
Blueprin 


aiding 
ing 


Textile Courses 


Cotton Manufacturing 


t Hiustrating 
y Engineering Rayon W -- cae. 8 
Engines ss Postel Service 
epnstins Woolen Manutacturin S ms 
Surveying and Mapping turing Seleemanship 


Electrical Courses 


Sign Lettering 
Spanish 


courses 


Electrical Drafting 
Electrical Engineering 
Power House Electric 


Railrood Courses 
Aw Brake 


Accounting 
Arithmetic 


Advertising 


Se 
Car Inspector Trafic Manogement 


The successful man DOES today what the failure 
INTENDS to do tomorrow. Mail this coupon NOW! 
INTERNATIONAL CORRESPONDENCE SCHOOLS 
eor . SCRANTON ¢, PENNA 


Hf you can read and write, 
and are willing to study, 


WE CAN TEACH YOU! 


Please send 


complete infermat 


1 fallawing sabjert 


nd Toe gas Ferd Rene oe Sanat RAGA 
’ 

whe Wome _ aasionstnctiontniniegenstatelitieiniimammpetnge 
is Home Address 


4 — - — 
order te understand. 7 
REASONABLE TERMS 


Pri Position Moors Pe eM 
MAY BE ARRANGED o 


Dricownt te Discharged Veieraes—Special Torben Rates ter Members of ihe ke med Forces 


ee, 2> 
N’T TELL ME 


“Y 


“Ten year you and | worked at the same There are lots of “Jims” —in factories. offices, 
machines. We were both discontented « stores, eve Are you ove of them 
member the noon we saw the International Wake up! Every time cS 


ndence Schools’ advertisement? That coupon, your chance ts you in the face 
up. | realized that to get ahead I Don't turn it dowr 
ial training, When | marked the Right now over 100.000 men and women 
upon | asked you to sign with me are fitting themselves for new responsibilities 
Aw, forget it! and advancements through the study of 1. C. 5 
1 made the ff my of nity and Courses covering nearly every field of industry 
e been climbing ever since ou had the and business 
same chance | had, but you turned it down Yo join them, get in line for promo 
\ Jim, you can't expect promotion until tior repare fort Mark and mail 
you ve trained yourself to handle bigger work.” this cou and find out how 


BOX 6667-J, SCRANTON 9, PENNA 

t oF ple pa wurse 
Air Conditioning and Electrica! Courses 0 Shap Doatring 
Plumbing Courses 


Steam 


* , ‘ 
DISCOUNT TO DISCHARGED VETERANS — SPECIAL TUITION RATES FOR MEMBERS OF THE ARMED FORCES 


F 


“EVEN BETTER THAN I HAD!” 


0. ourse, the | C. S Course which Bill is study 


» the Boss completed 


evised in response to 
tions . . . brought up 


to date on technical « 


experience of more 


neorly six 


oir of Vocational 
which every student 


nstruction 


knowledge trom 
personolized 

C.S graduates, including many employers 
' how good |.C. S. Courses were in 
y But current texts, they find, ore better 
s have o very reol interest in | C.S 
ystem regulorly reports 

whom 


to the men fo 
arly receives letters 
tor this service 
cord with these exec 
rd. Join the “coming” 
© own information 
ul men did for thers. 
was one of them 


SOX 76284. SCRANTON 9, PINNA 


Courses ‘ 


Peas “- 
tn 
‘ ‘ oe 
yw . ™ “ 
ou - = 
Steam Cneineenng Courses y 
« i ee 
“ . . 
* — orto Courses ~ 0 fee. 
“ « 
< comes - serrones 
OFSCOUNT TO OFSCHARGED VETERANS — SPECIAL TUITION RATES FOR MEMBERS OF THE ame 


| on, | Sees Dicnisete Be 


free, a 


a 


anon, 
of the 


send me copy 


Address.......... 


famous 


YOUR FUTURE 15 PLASTIC- 


There is a definite 1.CS. type. The records of 
100,000 current students ... more than 5 million 
students since 1891 + supply the 
Here's how the typical enrollee shapes up at 
the time 

He is an adult. In good times or bad times, he 
is an employed man, Circumstances have pre- 


are you the 


e® Ged. 


type of man? 


ttt tenes, 


«Cadtcenstine “te 


outli 


of beginning his studies 


vented his atte z a college but he is aml: 
tious, intelligent, determined to acquire the 
ng that will help him in his 


present job and prepare him for a better onc. 


specialized tra 


Does the description fit you? Then you'll he 
interésted in what LCS. helps these students 
to achieve. 


In a single 30-day period we have 
received a 


¥ as 635 student letters repor 


ing advancement in salary and position. In a He Axi rive capable of being molded is plas the opportunity to obtain that training 
period of 120 days we have received 1,920 


such reports, 


tic, So it's a word that applies to vour your spare time, at low cost. 


future as well as to the material. of the plo With training, vou can mold your pla 
include the 
chairmen, chief ¢ 


Graduates presidents, board 


necrs or chief che 


tics industry, There are giant possibilities in the new world to your heart's desire 


sts of 


in this field. Their realization depends 


more responsible job, r pay —wh 
some of the largest steel, airplane, chemical, upon the planning of trained men. ever you want is attainable if you qualily 
railroad and clectrical equipment companics v ) t 

i ou. > ured as ies as an expert, 
in the country. Thousands of others have reg- ithin YOU, too, are great possibilities, P 


istered substantial successes in their chosen Their realization depends upon sour being The time to qualify — in plastics or 
fields, Here's the kind of coupon they signed a trained man, The world-famous Inter- other industry—is VOM, Mail the coupon 
and mailed. a national Correspondence Schools offer you today and let 1. C. S. tell vou how! 


INTERNATIONAL CORRESPONDENCE 


BOX 6007, SCRANTON 9, PENNA, 
lay the course before which I bave marked X 
wofring 1 Tesule D ne 


Without * oF obfieation 
Air Conditioning and 
Piumbing Courses 


ult particu! 
Cow: 


Mecneniea! Courses pie tne Coe 
. Fnqueerng 


Brhools Conadiam, Ltd 
w, Londen, WC. 8, Baglond 
TES FOR MEMBERS OF THE ARMED FORCES 


Conedsen rendrnie rend © 
» os 


D 
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pED FORCES 


i jvertising Age, February 11, 1946 


ON ALL COUNTS feverable to industry, 


ve state on the Eastern Seaboard can equal 


s NEW JERSEY 
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gateway to markets—the heart of 
America’s wealthiest troding areas. 

A 50-mile radius from the center of the 
state will encompass both New York City 
and Philadelphia. 23,000,000 people live 
within overnight trucking delivery. 

A mighty network of railroads, deep-sea 

, terminals and warehouses, oir- 
ports and highways contribute to the great. 
est concentration of transportation facilities 
to be found anywhere in the world 

To industry stripped for postwar action, 
these facilities mean lower distribution costs 
and strategic moneuverability, A New 
Jersey location may put you closer to your 
biggest customers ond your best markets. 
Get the facts as an aid to o sound decision! 


NEW JERSEY 


MIGHTY ATOM & © OF INDUSTRY 
Y > 


mew Jersey Council, Department of Economic Development N-2- State House, Trenton, M— 


OFFERS BROCHURE—The New Jer- 

sey Council is using this copy in Feb- 

ruary issues of Newsweek and U. S. 

News, in an industrial advertising pro- 

gram placed by United Advertising 
Agency, Newark. 


Industrial Drive 


for New Jersey 
Has 3-Way Punch 


Trenton, N. J., Feb. 6.—The New 
Jersey Council opened its industrial 
advertising program for the state 
last month with a three-way ap- 
proach built around the over-all slo- 
gan of “New Jersey, Mighty Atom 
of Industry.” 

Using a budget of $100,000 for the 
fiscal year, July 1, 1945, through 
June 30, 1946, the council, which is 
a division of the state department of 
economic development, is spending 
approximately one-third on the in- 
dustrial campaign. 

The first phase of the drive—na- 
tional 
January Fortune, with a statistical 
ad captioned “On all counts 
favorable to industry, no state on the 
eastern seaboard can equal New Jer- 
sey.” Charts offer such figures as 
production per worker, workers per 
square mile, taxes per capita, and 
transportation facilities. 


page 


Brochure Prepared 


Additional full-page insertions will 
appear until April in Fortune, and 
iwo-thirds pages are slated for U.S 
\ews through April, and Newsweek 
issues in January and February. A 
‘2-page brochure backs up the coun 
ols slogan and national advertising 
civing graphic comparisons indus 
'rially of eastern seaboard states. 

The second approach, decentra 
zation, is covered through 600-line 
ads in the New York Times once » 
honth and 450-line copy in the Wal! 
S'reet Journal, January to June. 
(iptioned “Profit by a manufactur- 
ii ¢ location in New Jersey...” the 
\ wspaper copy puts over the idea 


“sales or showroom in New York | 
hop-skip-and- | 


‘'ty, your plant a 
inp away in North Jersey.” 


Newspaper Ads Planned 


The industrial 
uth Jersey—east and south from 
‘amden and Trenton—are present- 
in the third part of the plan. Six 
' ‘0-line ads, January to June, wil! 


pear in the Philadelphia Bulletin, 


yed to such points as the com- 
unity atmosphere toward industry 
that section, lower production 
‘Sts, easy delivery distance to met 
politan markets, and the abun- 
‘anee of skilled workers, 90% na- 


advertising — started in the) 


possibilities of 


11 
tive-born. A special folder for this! which indisputably places New Jer- Marketing Conference and London, Eng., has completed ne- 
third phase also is available. |sey first among the ‘industrial big M gotiations with Royal Advertising, 

Other New Jersey firms. organiza-| five of the eastern seaboard.’ ” Set for arch 4 S. A., of Mexico, to be represented 


tions and agencies have taken up the | A marketing: conference, spon-|in Latin America by that ageney. 
council’s state slogan for advertising Buys Tess, Coast Plants sored by the United States Chamber ae 
of Commerce, has set March 4 as . 
— — : Mawer-Gulden-Annis, Inc., Brook-| the date for its meeting at the Hotel New Clay Pipe Ads 
United Advertising Agency, New | jyn, Boston and Chicago, importer | | Morrison, Chicago. Retailers whole-| National Clay Pipe Manufactur- 


ark, the council’s agency, reports the ' , . » | : om as . ap nae Es" 
ag ] | and packer of Spanish olives, olive salers. service trades. ers, Columbus, ©., has increased its 


: : manufactur- 
state as 45th in point of size, sixth| oi], maraschino cherries and olive lera, and advertising, sales and per- appropriation for campaigns in 
in peacetime production, and fifth | r as “chage . ; erty 7 Peet, eee aren Vick a Tet. ena ‘ nee 
: k ie 1 butter, has pure hased the plant. | sonnel executives have been invited. busine ss papers and farm maga- 
at its peak of war production. man-| equipment and business of reg zines. The new program, placed by 
uel London, president of United, re-| Packing Company, Riverside, Cal. Norman Malone & Associates, 


ported that the agency, in digging) and a large plant in 
up the statistical information,| Valley formerly operated by 
“found a most revealing set of facts| Packing Company. 


| Akron, O., features new uses and 


Sacraments Names L. A. Affiliate 
Hunt! Harold F. Stanfield, Inc.. agency | advantages of clay pipe for plumb- 
| With offices in Montreal, Vancouver ers, farmers, industry, ete. 
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*MARY JANE GAUEN = 
Fashion Editor seed 


i ¢ DETROIT stores and shops, Mary Jane Gauen, _ feature in 1944. In 1945, the call count jumped to i : 
Free Press Fashion Editor is as welcome as Santa 102,754, an increase of 51%. eer: 
Claus. As a matter of fact, that’s just what she is, OR gaan a eS 


time, for these stores and some 400,000 ; ; as 


many a BS 
y which this newspaper delivers results—a forecast of el 


Free Press women readers. ie 
what you too can do with advertising, once pulp 


Mary Jane’s job is to find “finds” in women’s 


passes its priorities, or other bottlenecks, and we 
wearables and to tell our readers about them, calling 


; have more agate lines for sale. 
in Ann Major, Free Press fashion artist, to make 


sketches for the eye-appeal angle. Together they In the meantime, may we remind you that The 


engineer one of the best-read features on the Detroit Free Press is best-read, best-liked, most- 


women’s pages. Just how good it is—how Free Press wanted in this area, because of the good work of 
readers appreciate Mary Jane’s work—how they Mary Jane Gauen and her editorial associates who 
respond is shown by the 67,999 telephone calls that 


came to our Women’s Service Bureau on this one 


collaborate whole-heartedly to put out a mighty 
good newspaper every day. 


The Detroit Free Press 


JOHN S. KNI 


GHT, 


PUBLISHER 


A DYNAMIC PAPER 
| SERVING 
DYNAMIC ‘ DETROIT 


ar 


Sissies, ttre ies *.. 7 
. Mica i aif . j Bs yee raw - fie , ‘ Vv. 3 x 
11, 1945 a Bie 
rs —— ee . 
s Py i 
new date somes ce 
me, Now “For : : 
Sethe 2 ae 
. eset 
T7C - Se 
om vaiut OF yao il 
‘ ener weve ‘ G f | , : ae 7 
oS, tog ot ; veer 
‘aces won wane > 
| eee proave a hee ad ae We BS 
‘ ce oe 
4 Ay a y - 
} eS 2: 
.: i 
ar 
<< 
. io Bhs 
 qaxns pam CAPITA yr a hate ee 
serene pone ee 4 pare: a 
b gererte ee i Ee ——__——————————————————— in 
| ons cee ii 
a ee ~ 
. pt tex, NO wate J ‘ seem Se ‘fo ‘ et bs 2 
— ee att v? 
ct — | Ja y 3 a 
a @ Hw | Si +P f 7 'y? 
< t. Hub of the Eastern Seoboord— | P iZ : i, P d fit : oo IP fei a : 
= ae “isi a ee 
P a Ses p —- o % 
| 4 a aie, is a —- =n “it > - 
Si ieee pa a 
5 | A, _ eer eS ah + 2 an ? i 
: ae oo 8 ne lS a =) 
> } ae Cele: SS oaaT ra oe re 
Sane asi ma - ‘Bera ; : > err: Plies er ee 
“ soney 4 gic a aes. ~ ae = ae ee < a 
TT peeresine Sine of toss that wil help ea Mh. rails ti ‘Ne ager ea Bhs 
a rou srolvate the advantages of @ eee een eee ae 
yn a tecetion, Saved E> eee Sede eee) ick, i Ads ae 
— 2 oe “* -_ fe Oe re 1 a eee aaa ee 4 ben: a 
1a % mar Ge —— ==". OT en ee aa en Beare fe 
Legs woord. Write for free copy! — can Loree a a races <i oe T= sa 
) er Pre ili ita Se 
matics g - oe ‘ i fic: m 
. C Somme , ae sgt) sth 4 i a Se 7 “*s i ,. ihe 
— <4 ee r ’ a > 3 = ‘ 
inte’ airs e vient aa : — 
x - , | oe %. ee oe URS ae me ; se 
te. a oy « 2) ae " 
AED FORCES | q ifs, P 2 ie ae ae Beis: 
ed | 3 — a i, ae ee 
= a v aes 
=f a a SOS ce lamas oe a 
i _— 5 Sigs _ a oe eee ‘Seat ec 
Bes th eae — 
Sievanee pee see — ‘ 
| Ney ea Pee y ie ees a i 
Po ae. SS ae x if 
aay Se 3 = f. 
Beier é da = oe 
back | “ — . . 4 a — © toe eee =" 
sur- ea re e —- & at .. a ie an 
ee F : 4 a a a i] fiat : 
x 3 itch 2 4 ease 
a * Vee i oe 
' i ane 
< s 3 7 Y 
HtAnOms ign 3 a a ; 
oe * 3 a A is 
F ae x ’ 4 i < 
ad . 8 _ Pe 2 ¥ e ee 
— § F ek ‘ << J- : ~ a a? 
} : y a ae Mon al y / ak “ail sie 
wba ’ 4 bs? y Yo 
> yy ; , ie f Bes oe 
Be j ¢ ‘ henna ae Sig b q 3 
4 ’ : Be: ee - jes GY a 
. Pas “ae eas & Pee eae . a / hi 
P i : Sa ates , 7 
. Be ee é ’ «Eaten 
\ " pe ae Ore oy 
X 7" = = Syne 
q - te i . F 2 ~ Aa ae 
marked X ee ee 
ad S. - 
7 oe 
LM rr” 
® 
Pek eee 
‘ +4 a Bo 
Ws, Dae 
7) 
ly 2 a HE 
Ss SS | es a, 
wih it 
ioal aa ; 
—_ 3 
sate 
vee Ne dal 
: that - wads 
ward i a . 
~~ ater See 
day! a oe 
‘ ev 
spon. ei  — 
ist Scie 
_ ce 
mt Pe ‘ i. 
a * ; 
Een i, 
ve marked X Me A > a * 
oy be ie 
i 
=: 
— 
-—— 
oo a 7 
sue re } ; * 
— ee ae 
: : “ ship « / 
a i 
—<—  —— ‘ 
i 
1S- rd ‘ & <s 
ase? 3 
ail Ta a p 
} | nie ' eer' _ ’ aie 
| Bre... i oe J 4 aaa 
| x "8 = as 
ee ee , : ; 
| a > 4 ba 
. | 2 + A ad 
= ‘ 
oe | | Spey 
re ‘ep 
Pore. atin . ‘ 
: , ape at dacs: 3 ye 4 : q ’ a 
‘ zi ay ‘ - ~ 7 + ~pee eee a sa 4 , 


12 


‘Boil It Down,’ 
Research Men 
Are Admonished 


Chicago, Feb. 5—Business needs 
marketing research more than it 
has ever needed it before, and mar- 
keting research men can help the 
cause along mightily by becoming 
better salesmen, H. FE. Christiansen, 
agency head, told the Chicago chap- 
ter of the American Marketing As- 
sociation recently. 

Although there are still some ex- 
ecutives who do not believe in the 
value of marketing research, the 


its utmost in value for the average 
concern with a marketing problem, 
it should serve as a basis for policy 
decisions ; 
planning; a basis for the advertis- 
ing theme; and as a definite tool for 
the salesmen. 


Deplores Wordage 


“Second, boil it down. Too many 


times research reports look as 
though someone had tried to see 
how far out everytuing could be 


stretched. Err on the side of leaving 
out some of the details, if necessary, 
but produce a report that an average 
non-research-minded executive can 
and will read without getting lost in 


principal reason why more impor- 
tant decisions are not based on care- | 
ful, scientific study is that research | 
men becloud the issue and make | 
their findings too hard for manage- | 
ment to use, Mr. Christiansen said. | 
“If you want to get your research 
used, and make it most valuable to 
management,” he said, “there are 
three basic steps you must take: 


“First, make your research more 
workable. When the average re-| 
search job is going to contribute 


a fog. A 300-page book may look very 
impressive, but unfortunately not 
many executives or board members 
are going to read it. 

“Third, come up with a summary 
and a conclusion that leaves no 
doubt about what you think the 
study indicates should be done. Too 
many times an_ executive goes 


| through a report and finds charts, 


graphs and figures that impress and 
interest him, but when he_ gets 
through he doesn’t have a clear-cut 


a basis for sound sales | 


| picture of what the report really 
portrays, or what he ought to do 
| about it. 

“It is well, I think, to start richt 


| out in your report by saying. brieily | 
and clearly: ‘Here’s what we have, | 


Mr. Management, and here’s what it 
means in terms of our company’s 
marketing policy.’ 

“If you do that you will have top 


cussing its problems. They may not 
always agree with your conclusions, 
but at least you will have presented 


a clear-cut interpretation which 
they can understand and discuss 
intelligently.” 


Hale Heads WKRC Unit 


E. E. Hale, previously in charge 
of sales promotion of WKRC, Cin- 
cinnati, has been appointed man- 
ager of the station’s newly-formed 
merchandising division. Joel W. 
Stovall, previously program direc- 
tor, will succeed Mr. Hale, and Mr. 
Stovall’s duties will be taken over 
by Lew Kent, formerly assistact 
manager and program director of 
WMAZ, Macon, Ga. 


management coming to you and d's- | 


| 
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135 Aviation Parts Makers 

Benefit from Northeast Ohio's Assets 
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| STILL BEST—Cleveland Electric [llumi- 
nating Co. is upping its 1946 advertising 
25% to continue copy like this, stressing 
the area’s industrial assets. 


Cleveland Utility 
Enlarges National 
Industrial Effort 


Cleveland, Feb. 5—The Cleveland 
Electric Illuminating Company, 
which attracted widespread atten- 
/tion with its 1945 advertising cam- 
paign pushing Cleveland as_ the 
“Best Location in the Nation,” will 
spend $100,000 for advertising in 
1946—an increase of 25%. 

A large part of the budget will be 
_devoted to continuation of its cam- 
|paign to sell the 

Cleveland as an industrial 


Merry 4200 etn commen and - 
our 


| 
| 
| 


New York Times and local newspa- 
pers will be used in the drive. 


Results Proven 


The company has had dramatic 
ing. In one case a Cleveland manu- 
facturer wished to open a new plant 
in the West, but upon reading a 
“best location” ad in Newsweek, 
changed his mind and came _ back 
to Cleveland. A clipping of this 
story as run in the Cleveland Press 
|} was utilized as a mailing piece by 


| tion, 


Advertising Age, February 11, 194): 


both the Illuminating Company an: 
Newsweek. 

This year the company will ti- 
up its “Best Location in the Nation’ 
advertising with Cleveland’s sesqu 
centennial celebration. The slogay 
and radius map will be continue:| 
in the artwork approach. 


Introduces New Characters 


In another phase of its promo 
the company will use loca! 
hewspapers to emphasize the econ 
omy of electric power in Cleveland. 
In this advertising, two new char- 
acters—Hi and Lo—are being intro- 
duced. “Hi” stands for the genera! 
cost of living in Cleveland which is 
up 30%, and “Lo” is used in a con- 
trasting way to emphasize the econ 
omy of electricity which is down 
15% in average price. 

ID’Arcy Advertising 
Cleveland, handles the 


Company, 
account, 


Survey Indicates 
More Advertising 
by Metal Groups 


Philadelphia, Feb. 7—Hardware. 
electrical and metal industries will 
probably spend about 65% more for 
advertising their products this year 


advantages of 
center. | 


| Business Week, Modern Industry, 
Fortune, Nation’s Business, News- | 
week, Time, United States News, 


evidence of the value of its advertis- | 


than in 1944, according to a survey 
undertaken by Moore & Co., market 
analyst, for the National Paper Box 
Manufacturers Association, 


| ‘The survey shows that the three 
industries plan to spend about $150, 
000,000 for new buildings and $100, 
000,000 for new machinery. The 
survey covers 3,364 manufacturers 
of machinery and 3,458 manufactur- 
ers of small tools, hardware, silver- 
ware, jewelry, etc. Previous surveys 
by Moore & Co. for the association 
have covered the textile, leather, 
drug and stationery industries. 
Sales by the hardware, electrical 
|and related group will probably not 
reach the 1944 level until 1948, and 
will be 5.1% over the °44 level in 
1950, according to the study. Not 
quite three out of five replied that 
they expect their business to in- 
| crease in the next five years. 
| Hardware and machine parts mak 
ers expressed conviction, generally, 
that their marketing methods must 
be revised to permit continued prof 
itable operations in the face of per 
manent loss of demand for some 
lines. The outlook for the electrical! 
goods makers was shown to be bet 
ter than has been evidenced by most 
industries surveyed by Moore & Co. 


programs. 


DOUBLING THE RESULTS 


The Sectional Hooperatings for May- 
September ‘1945 revealed that WSGN 
doubled, in many cases tripled, the Na- 
tional and Sectional ratings awarded all 
American Broadcasting Company daytime 


Representing Greater Birmingham 


AMERICAN BROADCASTING CO. 
THE NEWS-AGE-HERALD STATION 
Represented by Headly-Reed 
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“MICHIGAN’S GREATEST ADVERTISING MEDIUM" 


Columbia Broadcasting System Basic Station 


Fisher Building, Detroit 


7 é | 
pried ‘ 7 baa at 
: . pees 
x a ae ani ee, A a “4 a os 3 i 
. ( _ poe: 2 x = ™ ag e . x ; c : a Y ; 1s 
ee — ed = ee q : } sit a 
:  . — Rigi iar ~ ns | : oN 
fi Fc i . 3 a : oo o si 
‘ e a ae : a 
‘ 2): . a . ‘ : 4 
es It  — lca Z - 
- =-”—UC<—C jl — — | 3 z “9 
eg m ei ? 7 eerie i i 3 ‘ e 
' \ : Bowe » * | 4 
re r % a act. a : F 3 a P 3 _ : — 
: ; a ae Be «Cf. ; J we 
4 a Mi, , i . ae 
: «a SESE ee ac eee Bs ee 3 a 9 sie 
4 : 5 6 mane: a ieee 5 a ie 7 . oF ae ; had : : m ae 
a ; q er nes ‘: ‘ ey = : te, ; ae ote 
2 ae .. 4 re | 2 “= 
a oe : e ds, 
- Pao Sl <4 Be a ; a8 4 pou. i : G a “9 ve 4 <f r * 
. , rece y eo a = eis es} oe * - y A oa 
Bat 2 ‘3 -. 4 aia : \D e ‘ aa Y ce ces e if ‘ " \ ‘ ard 
SL... eee ea Ee eager uN : yhe aad on: Bs Ti eed a pee 
Sone sgeeli i \ av ow e a < te a", ‘ LL ia 
; a ae “ : ‘ie fee ci ve 
- — / mom | onet agli’: ielllas CHTT\\ ~ acl 
ce = — aa eve’ aN wi a —— ax AR oe. 
le a" ach a pre | \D >: —_. ‘= yp at — 
—" “i wine jo OF Ww oP ae: att, fe) | 
eee ey eee ue ; Ww a\ oa mae gig ae = age 
EP ee 0 ae es ae . p . Se Bi ns é ee Fr 
ng : ait Ro 9 3 a ee iz a os: 2 ‘e : ¢ : ; 4 
a e ry) ee : _ & ’ : 3 ; + > 
* , on a 
ae c., DETROIT By 
} THE GOODWILL STATION, INC-, ee. , 
€ anc a 
. > r f A , 
7 ! of % ; 5 ; 5 ses 
. : ; | 
- , = Dre ee ee. : F 
‘ z mi ¥ ee b an em ee i nx is eli - ~ 3 a . . . P 4 aie. ax = ae . ae ok ‘ 


S 


Seaboard Railway 


Sells Southeast 
in New Brochure 


New York, Feb. 7—The job it is 
doing to provide “more than trans- 
portation” has been outlined by the 
Seaboard Air Line Railway in a 
12-page brochure containing exam- 
ples of the magazine and newspaper 
advertisements placed by the rail- 
way during the past year. 

The brochure, which is divided 
into two parts, calls attention to 
Seaboard’s two-point merchandising 
policy: to direct the nation’s atten- 
tion southward by highlighting the 
numerous economic and geographic 
assets of the Southeast, and to em- 
phasize the part played by the rail- 
road in upbuilding the South over 
a period of half a century. 

The first section of the brochure 
consists of six color spreads which 
feature in turn the six Southeastern 


AaB Yo Wes 


states served by Seaboard (South | 

Carolina, Georgia, Alabama, North 
| Carolina, Virginia, and Florida). 
Thumbnail sketches covering the 
history of each state accompany 
these advertisements. The second 
portion, entitled “Here We Live,” 
includes nine advertisements in 
black and white representing Sea- 
board’s role in building this terri- 
tory. 

Series to Continue 

Hudson F. Meyer, vice-president 
of the Caples Company, which 
places the advertising, told ApvEr- 
TISING AGE that the series will be 
continued in 1946 with a slight vari- 
ation of theme. In addition, he said, 
freight and passenger advertising 
will appear toward the end of the 
year. 

For the past two years, Mr. Meyer 
pointed out, Seaboard, through its 
industrial development department, 
plant location group and institution- 
al advertising, has encouraged many 
large industrial organizations to 
settle in its territories. He men- 
tioned, for example, that 10 years of 


work by Seaboard resulted in the | 


location of a pulp and paper mill in 
Augusta, 8. C., which picked up a 
| ghost town population of less than 
100 people and developed it into a 
community of thousands. 

Seaboard has utilized its advertis- 
ing by informing boards of trade, 
legislators, and other groups of its 
work, and directs attention to the 
home industries in regard to the 
work the railroad is doing for vari- 
ous communities. 


Adds Artists 


New Center Studios, Detroit, has 
added Harold DePuy and Sydney 
Stine to its staff of artists. Mr. De- 
Puy has been engaged in automotive 
advertising art for the past 15 years. 
Mr. Stine, formerly with Chicago art 
studios, served as chief of layout on 


manuals for Army P-75 fighter pilots. 


Ups Rates for ‘46 


Communications, New York, 
to steadily increasing printing and 
labor costs,” has increased its rates, 
effective Jan. 1. Page rate now is 
$200. ‘ 
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ip what field can you find one class publication 
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ONE advertising dollar 


read by Dad and Mother, Big Sis and Little 
Brother—and interesting all of them? Are there 


any? Yes, indeed! 


In Fee Golden Crescent —the rich agricultural 


do the work-of MANY 


read them—they trust in and rely on them. 


Here, then, is a concentrated market of three 


million farm folks. Each family in this market 


lives and works in its own food and fiber factory 


states of Michigan, Ohio and Pennsylvania— 


there’s a magazine that does an all-family job 
in almost every rural household. 


Entire farm families in Oh 
OHIO FARMER ...in Mi 


MICHIGAN FARMER ... in Pennsylvania, 
THE PENNSYLVANIA 
FARMER. Not only do they 


- CLEVELAND 


. . . vitally concerned with all news and ideas 
bearing upon their daily activities . . . vitally 


interested in these three local farm papers which 


help them earn their livelihood. 


io read THE 
chigan, THE 


Tae Golden Crescent 


papers ... easily . 


RURALLY RICH—POLITICALLY POWERFUL 


‘PRESSTLVARIA FARMER 


Smart manufacturers are reaching this rich po- 


tential market — He Golden Crescent — through 


the pages of these well-established family farm | 


. thoroughly . . . economically. 


HARRISBURG) 


‘Financial World’ 
Plans to Survey 
Annual Report Ads 


oo 
New York, Feb. 6 — Financial 
World, which conducts an annual 


contest among corporations to de- 
termine the best stockholders’ an- 
nual reports, will this year conduct a 
national survey of the best annual 
report advertisements. Gold and 
bronze “Oscars of Industry” will be 
awarded at the conclusion of the 
final judging in October. 

Initial awards, including citations 
of merit and certificates of honor- 
able mention, will be announced in 
the July 3 issue of the publication. 

Judges will be Dr. Louis Haney, 
professor of economics at New York 
University, chairman; Glenn Gris- 
wold, editor, Public Relations News; 
Sylvia F. Porter, financial editor, 
New York Post; C. Norman Stabler, 
financial editor, New York Herald 
Tribune; Norman Bel Geddes, in- 
dustrial designer; and Weston 
Smith, director of the annual report 
surveys and business editor of Fi- 
nancial World. 


Studies Use of Color 


Meanwhile, a recent bulletin of 
the Lithographers National Associa- 
tion, which analyzed production de- 
tails of the 407 reports achieving a 
“modern” 
report awards made by 
in four or more colors, 20% 
in three colors, and 41% 
two colors. Charts or 
used by 68% of the 
ports, and 65% 
photographs or 


were 
were in 
maps were 
“modern” re- 
used ten or more 
other illustrations 
in their reports. This use of color 
and illustrative treatment caused 
offset lithography to be selected for 
producing many of the reports. 

The trend, the lithographers said, 
is to combine the annual stockhold- 
ers’ report with the annual report 
to employes. 


Gruen to Expand 
Plant, Enlarge 
Training School 


Cincinnati, Feb. 5—Plans for im- 
mediate expansion of plant and pro- 
duction facilities of Gruen Watch 
Company by at least 50% have been 
announced by Benjamin S. Katz, 
president. 

Work on the additions to the Time 
Hill plant, to cost an estimated 
$1,000,000, will get under way as 
soon as possible. The additions will 
include manufacturing and office fa- 
cilities, a cafeteria to accommodate 


rating in the 1945 annual | 
Financial | 
World, showed that about 20% were | 
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the entire personnel, as well as now 
quarters for the Gruen Natio),,| 
Watch Case Company, a subsidiary 

New space will also be provided 
for the Gruen Watchmaking Insti- 
tute, a school in which young mip 
especially veterans of World War 
II, are being taught watchmaking 


Can Help Disabled 


Referring to the Watchmaking 
Institute, Mr. Katz expressed the 
conviction that American industry, 
if it. gives some thought and atten- 
tion to the matter, could provide 
training and gainful employment to 
every man wounded in World War 
II. He pointed out that a man who 
has lost a leg, or both legs, can be- 
come a watchmaker. 

“The watchmaking industry and 
the retail jewelers throughout the 
country could use at least 20,000 ad- 
ditional watchmakers within the 
next two or three years, and all of 
them could be wounded veterans. 
If our comparatively small industry 
could absorb that number, I believe 
all American industry could find 
some useful occupation for every 
injured man,” he said. 


Kellstadt Heads 
Bureau Program 
to Combat Frauds 


New York, Feb. 6.—A three-way 
national plan to safeguard wartime 
savings, under Charles H. Kellstadt 
chairman of the board, has been in- 
augurated by the National Associa 
tion of Better Business Bureaus. The 
program will place particular em 
phasis on safeguarding the savings 
of veterans and their families. 

The plan provides for attacking the 
problem from three main = ap- 
proaches: By calling on the 86 bu- 
reaus in the United States and five 
in Canada to cooperate with busi 
ness men in informing the public and 
furnishing investigation service to 
run down actual cases of fraud; by 
asking these bureaus and natione! 
organizations to enlist the active co 
operation of chambers of commerce, 
merchants’ associations and similar 
civie and trade groups in cities with- 
out Better Business Bureaus; and 
by authorizing the national commit- 
tee representing all bureaus to ac- 
cept and arrange for the carrying 
out of all offers of cooperation re- 
ceived in connection with the Jan. 9 
Conference for Safeguarding War- 
time Savings, held at Rye, N. Y. 

These offers have been made b\ 
firms, industries, retail organiza- 
tions, the motion picture industry, 
radio, the publishing industry, and 
federal and state departments. 
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WHICH BOY'S FATHER OWNS THE PLANT 
AND WHICH BOY'S FATHER IS THE CARPENTER? 


Ge 


b 


@ In Minnesota, the boss’ son goes swimmin’ with the car- 
penter’s boy 

We tell you that because we American Federation of 
Labor folks in Minnesota get along with our bosses. 

We believe in private initiative, not government in busi 
ness. We want the boss to make money and expand his 
business. When he can expand, he needs more of us, and we 
are an ambitious bunch. 

Besides 
bureau 

We AFL employees in Minnesota helped turn out 


you can’t go swimmin’ with a government 


$2,000,000,000 worth of war materials without any stoppage 
of work 

Twin City Ordnance, St. Paul; General Mills, Minneapolis; 
and Butler Shipbuilders, Duluth, are three typical Minne- 
sota industries that turned out war materml faster than it 
could be hauled away. They had contracts with AFL unions. 
There were many others 

The Minnesota manufacturer's labor cost was 7.5 per cent 
less in 1944 than his eastern competitor.* 

We can tell you more if you're interested 


MINNESOTA FEDERATION OF LABOR (AFL) — 


(ason TEMPLE Rep-enenting '25 200 .reMumen whe r= ST. PAUL, MINN. | 
toe io © gBhd day's war ter 0 good dey s per Gorge W Lowven foe 


*d. GO White Engineering Corp., 00 Broad St. New York, is authority for this statement 


GOOD - WILL AD — Melamed-Hobbs, 

Minneapolis, is handling this AF of L 

ad, one of a series scheduled for ap- 
pearance in financial publications. 


Union Group Uses 
Agency in ‘Good 
Will’ Ad Series 


Minneapolis, Feb. 6—In depar- 
ture from the usual, a state organ- 
ization of labor unions has employed 
an advertising agency to prepare and 
place paid copy in publications. The 
organization is the Minnesota Fed- 


eration of Labor, AF of IL; the 
agency, Melamed-Hobbs, Inc., Min- 
neapolis. 


With copy that exudes good will | 
and employe-employer intimacy, the | 
union group’s advertisements are 
scheduled for appearance in Bar- 
ron’s, Chicago Journal of Commerce, 
Wall Street Journal and other finan- 
cial publications. 

A typical ad is headlined, “Which 
boy’s father owns the plant and 
which boy’s father is the carpenter?” 
An illustration shows two boys at the 
ol’ swimming hole, and copy reads, 
“In Minnesota, the boss’ son goes 
swimmin’ with the carpenter’s boy. 
We tell you that because we Ameri- 
can Federation of Labor folks in 
Minnesota get along with our 
bosses.” 

The ads also cite a statement cred- 
ited to the J. G. White Engineering 
Corporation, New York, which says, 
‘*T he Minnesota manufacturer's 
labor cost was 7.5% less in 1944 
than his eastern competitor.” 


Burpee Executive 
Sees ‘46 as Big 
Seed Sales Year 


Philadelphia, Feb. 5.—Although 
victory garden pressure has let up, 
seed growers expect 1946 to be a 
hig sales year, Joseph F. Simpson, 
vice-president of W. Atlee Burpee 
Company, told ADVERTISING AGE re- 
cently. 

To meet the continuing demand, 
Rurpee has run considerable full- 
page, color advertising of its 


Ia., addresses. The Clinton branch 


takes care of all customers living} 


west of Ohio. Only one address is 
employed on local copy. 

Flagler Advertising, Buffalo, N. Y., 
handles the account. 


Goodrich Aids \Retailers 

The associated tire lines division 
of B. F. Goodrich Company, Akron, 
O., has published a 56-page booklet, 
“Guide to Success in the Tire Busi- 
ness,” to help independent retailers 
understand sales, merchandising, 
financing, display and other prob- 
lems and opportunities in the tire 
business. 


Plan Textile Show 

Fabric Futures, Inc., sponsored 
by the Textile Association of Los 
Angeles and headed by A. J. Gock, 


chairman of the board of the Bank | 
of America, has been formed to hold | 
a two-week textile exposition in the | 
Pan Pacific Auditorium, Los Ange- | 
les, beginning Aug. 24. Wartime de- | 
velopments in textiles will 
shown. 


be | 


New Canadian Sample 
To Be Released 


The Dominion Bureau of Statis- | 
tics plans to report soon on its sam- 
pling by 300 part-time workers to 
determine how Canadians work and 
live. 

Cities of 30,000 or more popula- 
tion and productive areas—such as 
Nova Scotia for fishing and Ontario 
for dairy products—were covered 
by housewives interviewing their 
neighbors. Nearly 25,000 households 


were visited. 
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| FURST is tHe mepicat rie 


FIRST in the number of edi- 


torial pages per issue. 


F I R ST in reader interest. 


per issue. 


F I R ST in reader response 


and treatment. 


Reaches Every Doctor h:) ... Every Month 


>» MODERN MEDICINE 4 


# 
FIRST i, advertising volume #3 


FIRST i. advertising response. i 


F I RST and only medical pub- 


lication devoted ex- 
clusively to diagnosis 
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The tank truck stops 
more often at the 


MORE family farm 
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‘Oth anniversary catalog in Sunday 
iewspapers during December and 
lanuary. 
udget for 1946. Burpee places its 
ids in garden and general maga- 
ines, farm magazines, business pa- 
pers and newspapers. Mr. Simpson 
said that if the company could have 
iad more catalogs printed it would 
have spent even more on advertising. 

“While it is true that the retail 
sales of vegetable seeds may be less | 
in the coming year than last, the| 
sales of flower seeds will be greatly | 
increased, as will the sale of vege- | 
table seeds to commercial growers,” | 
Mr. Simpson said. Applications for 
the new catalogs are far ahead of | 
last year, he reported. 

On its national copy, Burpee uses | 
both its Philadelphia and Clinton, | 


It also has increased its | 


} ; 


OARD’S DAIRYMAN subscribers buy 
more motor fuel and lubricants — 35 % 
more than their nearest neighbor farmers and 
89% more than average farmers, according to a 
study made by the U. S. Bureau of the Census. 
Hoard’s Dairyman subscribers buy more pe- 
troleum products because they own 16% more 
autos and trucks and 33% more tractors than 
their nearest neighbor farmers... and 65% 
more autos and trucks and 119% more tractors 
than average farmers. 


oat 


Pi. 
yw) 
Fe 


Hoard’s Dairyman subscribers are better cus- 
tomers for just about everything farm families 
buy, because both their business and their needs 
are more diversified. They own more, earn more 


and buy more! 

For 60 years, Hoard’s Dairyman’s high read- 
ership among the most prosperous farm families 
has been helping folks like you produce more 
sales per advertising dollar. Put the top of the 
market at the top of your list .. . Start your farm 
schedule with Hoard’s Dairyman! 


Sells Farm Families who 


own more + earn more + buy more 


FORT ATKINSON, WISCONSIN «+ 250 PARK AVENUE, NEW YORK + EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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AMILIES LIVING IN HOUSTION-AUTUMN: 1945 


TO HOUSTON SINGE PEARL HARBOR 
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@ Houston—the South’s largest city—has for years 
been one of the fastest growing markets in the 
‘country. As a great industrial city and deep water 
port, it is only natural that its growth was acceler- 


ated during the war. But Houston is continuing to 


The Houston Market is sold 
when your story is told 
eee in The Chronicle 


Houston’s net gain in population ih 1946 will exceed 11,000 


grow at a rapid rate; economists predict it will have 
a population of a million or more within ten years. 
With bank deposits and savings accounts at an all- 
time high, Houston is a rich and responsive market 


—by far the greatest in the South. 


R. W. McCARTHY 
National Advertising Manager National Representatives 


"Bagg In CIRCULATION and ADVERTISING for the 33rd CONSECUTIVE YEAR 
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